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Toxic Culture USA 
Kalle Lasnand Richard 
DeGrandpre claim that 
American culture makes 
people around the world 
depressed |“Тохіс Culture 
USA,” Adbusters #36]. 
The very suggestion is ludi- 
rous. That's like saying 
Greco-Roman culture 
made Celts, Egyptians, and 
Persians dep: 
American culture is not 
bound by tradition, nor is 
it defined by corporate mar- 
keters. It’s a work in progress, 
an ongoing experiment. This 
country is for anyone, even 
if itis not for everyone. It's 
a fermenting vat, a veritable 
stew, roiling with energy, 
full of flavor, constantly re- 
inventing itself. 
Toxicity is not America's 
defining characteristic. Hard 
work, innovation, creativity, 
diversity, multiculturalism, 
and the freedom to choose all 
fitmuch better. 
STEPHEN 5. С 
Rutgers College, New Je 





























Ilive beside a Great Lake that 
I can't swim in and in which 
the fish are totally inedible. 
But it’s the plague of cars that 
drives me the loopiest of all. 
They turn my surroundings 
into buzzing beehives. The 
effluent that issues from the 
ass-end of our greed machine 
is poisonous. 


The new Kitkat Chunky bar is a 


symbol of what is wrong with 


capitalism. | love and respect and 
hate and fear the KitKat Chunky. It 


is now a necessity in my daily 


affairs. Maybe the KitKat Chunky is 


so good because it tastes as 


though you are eating the four 


separate original KitKat sticks, 


stacked two-by-two. You stick an 
entire KitKat in your mouth with 


every bite. 


JOEL SEMCHUK Edmonton, Alberta 


Life is nota linear process. 
We can't just hide the ugly, 
toxic, finished product away 
in big piles and pretend that 
it's fallen off the edge of the 
earth. Capitalism would 
make sense if only the earth 
were flat. 

ANTHONY COOPER 

Toronto, Ontario 


In your article about the 
soaring levels of depression 
among Mexican-Americans, 
you fail to mention food as 

а culprit. The Mexicans come 
froma simple staple diet of 
grain and protein, and when 
they come to America, they 
eat like Americans — crappy! 
Good food and nutrients are 
seriously lacking in the 
American environment, 

and that’s the real problem. 
Feed the people properly 

and watch their brains 
bounce back. 

Р.А. HRUSHOWY 
Nelson, British Columbia 














drugad. ma phys 
plan to make high-quality 
copies to place with all the 
other patient info around the 
office and waiting room. I 
suspect many patients will not 
realize the spoof, at least not 
initially. I wonder how many 
of my colleagues will be asked 
about this new medication. 
NAME WITHHELD 








Our household reached the 
threshold of tolerance го 
Toxic Culture some time 
ago. Our first act of rebellion 
was to throw a party and 
smash our TV sets. We now 
enjoy a quiet, clean house, 
uncluttered with the icons of 
consumerism, You might 
say we don’t do pop culture. 
Instead, we use our brains, 
senses, and feelings while hav- 
ing meaningful conversations 
— with eye contact, ever 
DUDLEY LEWIS 
Santa Cruz, California 








It is absurd that you put so. 
much faith in the Internet 
while simultaneously bashing 
TV. True, the Internet has 
much more potential than 
television. Still, 1 know many 
young people who have their 
instant messaging program 
running at all times. They 
will even talk online while 
there is a real, live person vis- 
iting in the same room. Their 





personalities become split 
between the “real” self (the 
physical, eating, breathing, 
sleeping self) and the “this is 
where I can be me!” self (the 
cyberself). They treasure the 
friendships of “people” 
they ve never met over those 
of their family and school- 
mates. Why don’t you 
acknowledge the danger 
of this addiction when 
you can’t spend 
enough time doing 
the same for TV? 
PATRICK HOLT 
Columbia, 
South Carolina 


As with drugs, 
Isuspect that 
withdrawal from 
television may 
induce significant 
and disturbing symp- 
toms. Without the 
pacifying effect of vicarious 
living, some individuals might 
experience severe psychic 
pain. In the short term, these 
symptoms might be more 
troubling than the addiction, 
which many view as harmless. 
Ifan addiction or illness 
is present ata high enough 
frequency, the non-addicts or 
healthy individuals might 
be considered abnormal or 
diseased. I suspect that aware- 
ness and non-passive living 
are increasingly viewed in 
this way. 
DR. IAN C. BOULTON 
Toronto, Ontario 


Place Jamming 

The issue about “space” 
[Adbusters #35] came atan 
interesting time: I was con- 
sidering moving out of my 
studio apartment into a larger 
space with room for exercise, 
art, music practice. Instead, 1 
meditated on my environment 
and realized that mostof my 


space was wasted by senti- 
mental storage: childhood 
furniture, knickknacks, my 
grandmother's appliances, an 
over-large library, a medita- 
tion shrine. I got rid of the 












dead objects and now my 
apartment is а place for living, 
nota museum. Now I'm 
ready to start on the rest of 
the city. 
KATHLEEN GATLIFFE 
Denver, Colorado 


Your issue on the city had a 
disturbing theme throughout: 
a dogmatic anti-urban sub- 
text (“plants good; pavement 
bad”). Yes, the city in its 
modern, industrial guise is 
unsustainable. But every 
progressive movement, for 
good or ill, has its roots in the 
city — in the clash of ideas 
and mix of peoples that only 
the city provides. 
NICK KEYES 
Seattle, Washington 


Hermann Hesse’s short story 
“The City,” written in 1910, 
traces the evolutionary 


process of a human dwelling 
space from pre-human times 
through the initial settlement. 
of communities; the growth 
ofa town, then a city; the 
thriving metropolis that 
subsequently evolves and then 
its recession period, из shrink- 
ing back to small city, to 
town, to decrepi village and 
finally, back to its original 
fallow green space. 
What Hesse 
predicted is bound 
to come of the scary 
urban spaces that 
Homo sapiens have 
created, and I 
breathe a sigh of 
relief knowing that 
Momma Nature 
will conquer all and 
put us all back in our 
place — as part of the 
green space instead of the 
ruler and raper of it. 
SHARON KIVENKO 
Boulder, Colorado 


Your readers deserve to know 
that planting trees is not as 
easy as "Remove Tiles, Plant 





Trees." The plant looks okay 
in the second picture, but by 
the next day or week, with no 
watering, in that location, it 
will have been a waste of time 
and effort. 

The worst thing a tree can 
have over its root zone is 
pavement, which starves the 
roots. Asphalt and concrete 
reflect a tremendous amount 
of heat up onto trees. 

It's terrible for them and 
contributes to the high 


die-off rate. 
For more ideas, see our 
website at <openlands.org>. 
MAJA RAMIREZ 
TREEKEEPER 8467 
Chicago, Illinois 


Iwas surprised by these 
comments in “Wild Space” 
[Adbusters #35]: “The only 
way to make cities sustainable 
isto... make urbanites pay 
the true cost of their way of 
life... City life is rich because 
of an error in accounting. 
This implies that urban resi- 
dents use more resources 
than rural ones. I recommend 
that you rethink your 
assumptions. In cities, people 
are able to occupy less space, 
travel shorter distances, and 
use public transportation. It is 
true that ruralites can choose 
to live closer to the earth, 
but that is generally not the 
case. Their resources often 
come from just as far away, 
and they are more likely го 
have large houses and yards, 
and to drive more. 
JESSE REYNOLDS 
Oakland, California 


Thank you for the wild- 
flower seeds [Adbusters #35]. 
Iplanted them in my small 
balcony garden, where I go 
to see a little green within 
this cesspool of filth that is 
Tampa, Florida. 
ARIEL ESCOTO 
Tampa, Florida 


Flowers are a complete waste 
of time and money. Why 
grow useless flowers when 
you should be growing food? 
Maybe a packet of heirloom 
tomatoes next time? 
GENE BALMAIN 
Las Vegas, Nevada 


Like scattered seed, your mag- 
azine lodged itself on a shelf in 
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a newsagent I rarely stop at. 
Iwas compelled to buy it, and 
the seed germinated as I lifted 
it from the rack and brought 
ithome. A chance in a million 
that such a seed would survive 
in West Perth, Western Aus- 
tralia. And now, the seed will 
produce offspring and fruit 
and more seed as I nurture the 
messages received. 

CLIFFORD WOODROOFE 

Kensington, Australia 


Thanks for the be 


cautiful 
words by Jeremy Lundholm 
[“Place Jamming,” Adbusters 
#35]. гта photographer 
compelled by my own love 
of nature (below). Гуе found 
little plants coming out 
from cracks in my town’s 
suburbs and often celebrated 
their incredible obstinacy 
in growing up in such 
ап environment. 

LUIGI TIRITICCO 

Marghera, Italy 


Your last issue has а statistic 
stating that astronomers 
believe that by the middle of 
this century there will be 
almost no places left where 
опе can see the stars. | can't 
describe the effect this has had 
on me. I’ve caught a persistent 
melancholy. I didn’t think 
a bit of media information 
could affect me like this. 
DAVID KYHN 
Kalamazoo, Michigan 


Cyborg Manifesto 

John Zerzan's column 
“Greasing the Rails toa 
Cyborg Future," Adbusters 


#35], which quickly resorts 
to attacking postmodernism, 
misses the point. Postmod- 
ernism is certainly not *the 
reigning cultural ethos of our 
times." While certain scholars 
and intellectuals may cling 
toit, [highly doubt that Doug, 
and Kathleen Suburbia have 
the same view of the world. 

To say that postmodernists 
eschew activism is entirely 
untrue. Activism does not 
require that the activist have a 
grand vision of an attainable 
utopia. In fact, one of the 
founders of postmodernism, 
Michel Foucault, said that 
every act can and should bean 
act of rebellion. I could be 
wrong, but this sounds an 
awful lot like the message that 
Adbusters tries to send. 

BILL DILLON 
Silver Spring, Maryland 


“The Cyborg Manifesto” 
[Adbusters #34] isa perfect 
example of how easily corp- 
orations can mislead and 
manipulate people. I wanted 
to believe the message, and 
Adbusters wouldn't lie to me, 
would they? The manifesto 
should Бе а message to every- 
one to be careful, because any 
organization can take ad- 
vantage of you. Especially one 
you trust. 








THEO MERSON 
Toronto,Ontario 


Pm so fucking mad at you 
fucking assholes! To save the 
reputation of <adbusters.org> 
and not have me on your 
asses you must put upa full 
and frank apology for the 
<cyborgmanifesto.org> 
“stunt” on the front page of 
your website. 
Don’t let me catch 

you playing with the little peo- 
ple again! 

NAME WITHHELD 


Нагрег 5 Smokeout 
Iread Harper's front to back 
each month and I’ve never 
noticed the Philip Morris ads. 
When I saw the Adbusters’ 
anti-tobacco ad in the June 
issue of Harper's, felt rea- 
ssured. Then I saw your 
“Harper’s Index” [Adbusters 
#36] and realized what a 
hypocrite (or callous cynic) 
Lewis Lapham is. I say you try 
to pay for anad featuring your 
alternative Index and see what 
he does! 
G. ANDREW MCINTOSH, MD 
Green, Ohio 


OK, we'll try it. — Eds. 


Why are you raising money 
to give to Harper's rather than 
just calling for a boycott of the 
magazine? Sending them 
money for ads is а waste of 
resources, 
DALE ORLANDO 
Lynn, Massachusetts 


Five years ago, I heard Lewis 

Lapham give a speech at 

a Toronto hotel and I got up 

the nerve to ask him why 

"з accepted tobacco. 

ng. He made the obvi- 

ous response to the question 

— the free speech vs. censor- 

ship defense — but then he 

admitted that the 

reason they accepted the ads 

was that the magazine was 

dependent upon the revenue. 
Good luck providing. 

alternative forms of revenue to 

thar excellent publication. 

Thope Adbusters can focus 

its ethical and moral lasers 

upon more worthy targets in 

the future. 











ERIN NEELY 
Toronto, Ontario 


Ads In School 
Allan Casey barely skimmed 
the surface of the corporate 


media coup staged at last 
year’s media “literacy” con- 
ference in Toronto |" Media 
Lit(e)," Adbusters #36]. 
Asan attendee at that corp- 
orate lovefest, I found myself 
“recycling” plastic corporate 
doodads, duct taping over 
corporate logos, trying 

to not get too distracted by 
the steady stream of huge 
corporate ads flashing 

on the overhead 
screen. 

Sure, there were 
interesting lectur- 
ers; my beef is 
that such talent 
should endorse 
an event that was 
clearly created to 
stroke media cor- 
porations and to 
provide those 
corporations with a 
sucker-punched, patron- 
ized pool of media literacy 
professionals they could 
shill their newly-pimped 
legitimacy to. 

LES КО2АС; 
Battleboro, Vermont 





Many schools do not force 
the students to watch 
Channel One news. One of 
my teachers doesn’t even turn 
iton for the most part. And in 
my other class, when it is 
shown, many of the kids don’t 
watch it anyway. The crap 
about kids being “sold” is 
completely unreasonable. 
TRACI LYNN USREY 
usreytraQpilot.msu.edu 


Last year, our school diaries, 
which we use every day to 
write down our assignments, 
were full of advertisements 
and distributed free of charge 
to schools around New 
South Wales. 

Even though the school 
жаз tight for money, the 


initiative to discard the books 
next year was overwhelm- 
ingly supported by the parent 
body and the community at 
large. And other schools have 
agreed to join us in destroying 
the diaries and writing angry 
letters го the 













companies 
involved. 
So there you have it: a small 
victory. 
CAROLINE LEWIS 
Newcastle, Australia 


Students at Middle East 
Technical University in 
Ankara are fighting against 
the newly opened McDon- 
ald's restaurant on the 
campus. Considering this 
restaurant the dirty hands 
of imperialism, more than 
a thousand students took 
action, throwing eggs and 
sitting for two days іп front 
of the restaurant. Students 
seem determined to kick 
McDonald's off the campus 
and, maybe, out ofthe country. 
MINEHATUN KAR 
Ankara, Turkey 


The Continuing Jam 
I bought some clear address 


labels and printed them up 
with things like, “Think this 
stuff is healthy? 
milksucks.com." When Igo 
shopping I stick a few of them 
on milk cartons. I do the same 
for meat and other products, 
and a general sticker that 
reads, “How long will you 
tolerate corporate control?” 
I stick it in the Kraft product 
area, on the sliding glass 
doors of the Coke/Pepsi 
machine, etc. They also 
fit nicely in that alu- 
minum strip between 
shelves where the; 
put the price stick- 
ers. 
DAN TESSITORE 
Fort Lauderdale, 
Florida 


It has come to my 
attention that when paint 
thinner is poured on as- 
phalt, the asphalt із actually 
melted by this toxic chemical. 
The result is that the asphalt. 
is turned dark black and is 
clearly visible. I thought this 
would be a great way to leave 
а permanent message on any 
street or parking lot. Take an 
oil paint brush, some thinner 
ina pot, and start writing. 
ROCKNROLLMAN 
rocknrollman@rocknroll- 
fan.com 


Hurricanes and typhoons 
are named alphabetically as 
they arise each year, with 
alternating male and female 
names. We could twist this 
notion and name hurricanes 
after corporations that cause 
greenhouse gases and climate 
change as part of doing 
business. Adbusters could 
then publish a map with 
the corporate logos pasted on 
the appropriate disasters. 
JERZY DYMNY 
Toronto, Ontario 


It was interesting to follow 
the media coverage of the 
protests at the EU Summit in 
Gothenburg, Sweden, in June. 
Reports never once focused 
on the brutality and mindless- 
ness of the police, but оп 
the fact that “demonstrators 
were very well organized 
and highly dangerous.” The 
people who participated in 
Gothenburg were shocked to 
see the discrepancy between 
the media profile on demon- 
strators and the fantastic 
solidarity, comradeship, and 
pure humanity that grew 
between those thousands of 
activists present there. 
WE THEREFORE NEED 
OUR OWN MEDIA, 
PRABHAKAR 
toverland@hotmail.com 


I'm distressed with the new 
direction that Adbusters has 
taken. Last year, for example, 
you used a sexed-up model 
on the cover to make a point 
about the problems with the 
fashion industry [Adbusters 
#28]. You were selling ethics 
in a more enticing package 
when your journals were 
simple black-and-white zines, 
without the models, flash 
intro pages, and less-than- 
clever tricksters playing with 
American iconography. 
SARAH SHAUGHNESSY 
Toronto, Ontario 


Thad to laugh when I bought 
your magazine, The cover 
price was $5.95. Please, for 
the sake of my serenity, be the 
first magazine on the rack to 
go ahead and treat yourselves 
to that nickel. 
10 ROONEY 
Berkeley, California 


Itisan interesting irony that 
the very people who write 
that Adbusters is defining 
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CULTURAL 
REVOLUTION IS 
OUR BUSINESS 


We are a loose global network of artists, writers, 
environmentalists, ecological economists, media-literacy 
teachers, reborn Lefties, ecofeminists, downshifters, 
high school shit-disturbers, campus rabble-rousers, 
incorrigibles, malcontents and green entrepreneurs. We 
are idealists, anarchists, guerrilla tacticians, pranksters, 
neo-Luddites, poets, philosophers and punks. We see 
ourselves as one of the most significant social 
movements of the next 20 years. Our aim is to topple 
existing power structures and forge a major rethinking 
of the way we will live in the 21st century. We believe 
culture jamming will become to our era what civil rights 
was to the "605, what feminism was to the ‘70s, what 
environmental activism was to the '80s.It will alter the 
way we live and think. It will change the way information 
flows, the way institutions wield power, the way TV 
Stations are run, the way the food, fashion, automobile, 
sports, music and culture industries set their agendas. 
Above all, it will change the way we interact with the 
mass media and the way in which meaning is produced 
in our society. 
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what “happiness should be” 
are the very same who are 
still in the pursuit of the 
“American Dream” —a kind 
of “happiness” defined on 
every TV commercial and 
billboard. Because we lack 
the wisdom to perceive our 
reciprocity with the rest of the 
world, our self-centered 
notions of choice and happi- 
ness inadvertently limit the 
choices of 90 percent of the 
world’s population. For all 
those that prosper, others 
will suffer. 

M. FRASER 
Vancouver, British Columbia 


Snapshot in time: Adbusters, 
all bold radioactive yellow- 
black, occupying the primo 
eye-level real estate at the gro- 
cery store. Damn, I feel good 
about this. But in creeps the 
whisper of my Neil Postman 
conscience, pointing out that 
Adbusters, with its slick look 
and sound-bitey articles, 
is really just more entertain- 
ment. And so Пакету 
organic ginger ale and my 
recycled toilet paper home to 
my comfortably remodeled 
craftsman, and I crack 
Adbusters. And yes, 1 agree 
with it and am agitated by the 
stories, and I love the graphic 
design and all the pictures — 
in short, Lam entertained. For 
me, and for the majority of 
Adbusters readers, can ігеуег 
be more than that? 
DAN BERTOLET 
Seattle, Washington 


Big Stink 

Тер you to listen: to plant 
stink bombs in Nike stores is 
to condone violence. We will 
lose credibility. like to think 
of Gandhi's peaceful ways — 
we must humbly stand by our 
beliefs and keep on giving the 
message without violence, 


time and time again. Only 
childish souls tend to violence 
when they don’t get what 
they wish. 
GILLES PARISEAU 
Wickham, Québec 


Your suggestion to stink- 
bomb Nike outlets (“Тһе 
Smell of Swoosh," Adbusters 
36] speaks directly to the 
spiritin which we take on an 
empire. If the intention is to 
humiliate our enemy, then 
I believe that to be violent 
and linked to the stuff of 
terrorism. If, however, our 
intention is to come closer to 
our wayward adversaries and 
to invite them into communi- 
ty with us, then I'd say that is 
nonviolent, and the only 
means that can bring about 
worthy ends. 

CHRIS MOORE-BACKMAN 

Oakland, California 


Corporate America Flag 
I would like to share the out- 
come of our small but 
important march with the 
Corporate America flag. 
About seven or eight of us hit 
the Nike store first, putting 
up Nike sweatshop posters. 
We then proceeded to the 
Gap, hissing “sweatshop” at 
everybody who passed. Then 
we hit Wal-Mart. Within 
three minutes we had three 
security guards telling us to 
get out. Four or five cop cars 
were waiting outside to make 
sure we left the property, and 
the security guards followed 
us for about 20 minutes. All 
of that authority on us, and 
for what? Walking into а 
store and speaking our 
opinions aloud. It was the 
most fun I’ve had in a while. 
TAIN MCKEE 
Riverview, New Brunswick 
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Adbusters’ plan to hoist 
Corporate America flags, 
particularly on Independence 
Day, was counterproductive 
and only served to anger 
many Americans who would 
otherwise share Adbusters’ 
beliefs, were they presented in 
a more respectful manner. 
Independence Day is one 

of few holidays that 


the Declaration of Indepen- 
dence out of context. We as 
Americans are entitled ro 
those things only if our quest 
for them does not infringe on 
another American’s right to 
life, liberty, and the pursuit of 
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individuals while raking in a 
huge profit 
JOEY DONNELLY 
New Orleans, Louisiana 


Your flag picks on the wrong 

guys. don't think Compaq or 

Playboy are good examples of 
corporate power. 





do is try to hawk some Yan- 
kee cloth. Quebec City was 
much more sophisticated and 
significant than you leton, 
indeed probably more signifi- 
cant than the angsty anarchy 
of Seattle. We were up against 
an unprecedented battering 
ram of the state, and yet 





is sacred. 4 Neitheris Xerox. we were all still there in our 
DANIEL E. ORR Е Whereis Credir brilliant hope and free- 
University of 4 2 Suisse First Boston? flying colors. 
Pennsylvania \ Whereis Goldman GREGORY BETTS 
Sachs? What about Toronto, Ontario 
People have the logo for the 
the choice IMF? What about Tattempted to make some 


whether or not 
to buy froma 
corporation, 
Your desecration \ 
ofthe American 

flag із а statement 
that you hate freedom 
of choice! 





DAN KESSLER 
Edmonds, Washington 


Тһе fundamental problem 
with many people is that they 
take the “life, liberty, and 
pursuit of happiness” entry in 
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NOW 





happiness. Since corporations 
are not “people,” they should 
not be allowed to step all over 
our unalienable rights as 
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a major pharma- 
ceutical company? 
Where are they? 
You screwed up. 

Someone didn’t know 
the enemy агай. 

KEN RAPOZA 

Paraná, Brazil 


How could you conclude 
your finger-flick coverage of 
Quebec City with a pitch for 
your American flags? Here we 
have this amazing historical 
moment, and all you can 





1-800-663-1283 worldwide. 


black-and-white copies of 
Adbusters posters for July 
4th, but the Kinko's worker 
viewed the images I had to 
print and exclaimed, almost 
in fear, “These images are 
covered in corporate logos! 
We can't print these! We 
could get sued for copyright 
violations!” So much fuss 
over a few copies and freedom 
of expression. 
BENJAMIN STINE 
Green Bay, Wisconsin 
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dot dot dot #3 (graphic design / visual culture magazine) out in august 2001 
<www.dot-dot-dot.org> 





Design Masturbation text inspired by 


WILLIAM BERNBACH 


1 prayed every night" ilustratior 
THE UNKNOWN CRAFTSMAN 


‚mail ARTDIRECTOR@ADBUSTERS.OR 











Bloated bellies photos by 
STONE/JOHN LAMB + AP PHOTO, 





iodern quotations by 
VERONIQUE VIENNE. ROBIN KINROSS, 
JEFFERY KEEDY, KEVIN FENTON, 
PAUL STIFF, and NATALIA ILYIN from 
LOOKING CLOSER 2, EDITED BY 
MICHAEL BEIRUT, WILLIAM DRENTTEL, 
‘STEVEN HELLER + DK HOLLAND. 
(Alworth Press, 1997) 


Earnest Calkins’ “style engineering” from 
STEVEN HELLER'S article “Advertising: 
Mother of Graphic Design” in 

LOOKING CLOSER2 

(Alwonth Press, 1997) 
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Cognitive Dissorlance.billboard by 
FIONA JACK 


No Design text inspired by 
BARRY KATZ article 
“SUSTAINABLE CULTURE” 


Opening illustrations, napkin chair, and 
bicycle/carbonometer illustrations by 
‘AARON ROLICK 


Clock #2 in Letters and "TRUTH" bar by 
M&CO / TIBOR KALMAN 

Painting of Tibor by. 

MAIRA KALMAN 


"Designers are faling over each other. 
Quote by 
М/А. DWIGGINS 


METRO! 





Ой photos, photos of lemon squeezer 
napkins, glass, cigarette box, 

‘mask shoe, paint bomb, stink bomb + 
chopsticks by 

CHRIS GERGLEY 





MAQUILA SOLIDARITY № 
«МАСА 


убо РЕТЕНАҮЕ5, NANEY 


USTOPHER WILSON 













Chair + lemon ju 
and chair &2 in б 
PHILIPPE STARCK 


Chair #1 in Design Masturbation by 
ADRIANO BALUTTO 
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design by SHEZHE YUNG 
July 4th Photos by 
ттл 
JONATHAN PRINCE (ОС), BRAD KAYAL 
(МА), W. LISA HOUSER (N), 
MUNEKAZU SHIMIZU (NY) DANIEL 
BABIGIAN (NY), BEVERLY HAYES (TX) 
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MASTURBATIE 


Repetitive. Self-serving. Addictive. 





% Anna, the Queen о!1-Ат 


% Fortwo generations of designers, 
it's a showdown at the Shokan! 


© Energetically massaging a wad ої gum, 
Anna plugs in her headphones and settles 
in at her G4’s 30-inch monitor for a very 
focused and solitary Saturday afternoon 
at the office of her new employer, 


Ubiquitous Design. жаппа! a beauty at 21: olive-skinned, hair thick and 


by DK Holland 





black, slim but athletic, Plus, Anna has an amazing 
gift: she is a talented designer. When she recently 
graduated — with honors — from Parsons School of 
Design, everyone wanted to hire her. And yet she 


chose a small Manhattan studio, Ubiquitous Design, 


because the principal, Adrienne, is well-known 
for her edgy style. 
‘The Jicks' new CD monopolizing her ears, Anna 


imports her client's file into Quark 18.0 and enters the 


world in her head for an extended stay. “It's just те 
and this boob tube,” she muses to herself. “I like it 
this way: no interference.” She slouches back in her 
chair, pops her gum and ratchets up the music. 
Тһе project in her computer is the design of a 
brochure meant to recruit young, college-educated 
people into the Sierra Club membership. Adrienne 


hopes that Anna can breathe new life into the Club’s 


tired old image. 
‘All too soon, Anna is frustrated. She strains to 
remember Adrienne’s directive on this project: a 
non-profit group, saving the world, blah blah blah. 
“But look at these tired-looking photos they want 
me to use. | mean, really. Trees? Waterfalls? What 
ayawn! And look at this logo! Can | re-design that? 
Why can't! get something good to work on, like бар 


or Diesel? Happening clients. Clients | can relate to.” 
Ina pout, she slouches further into her chair. “Sierra 


Club. Definitely not cool. Not а lot of room for me to 
move here, you know?” 


“Мон she reaches for the new AIGA design annual, 


which she almost drops. “God, it must weigh 150 


pounds!” she yelps. Quickly she flips the pages. Like 
many young designers, she uses the annuals for visual 


stimulation — “eye candy” — and to identify new 
trends to solve design problems. 


But soon Jennifer Sterling, the really соо! 
designer from San Francisco who was given 
the privilege of designing the annual, has 

vexed her as well. “Do | need my eyes checked 
or what?" Anna strains to read the tiny type. 

"I mean, | can't even read this. Jeez. But Й does 
look really cool. And I love all this white space.” 

Then she has an epiphany: she is the 
audience that Adrienne wants her to reach, 
and so is Jennifer Sterling! 

w Dumping the annual on the floor, Anna 
dives into the project with new energy: she 
creates a 12-panel accordion fold and blows ир 
the photos 500 percent, cropping and fading 
them back so they become obscured іп silver- 
green, just acting as textures for her glorious 
typography. She sets the headline in Helvetica 
light caps, 400-point type, which she cuts 
horizontally in half, overprinting the photos, 
running it off the bottom of the page in 
florescent red. Her body copy ів tiny 7/20-point 
Helvetica Bold caps. She’s pumped. “ ат the 
bomb!” She grins and snaps her gum. 

"Jennifer Sterling, watch out! You're about 
to sign up for the Sierra Club!” Now she is 
grooving, feeling confident. By Sunday night 
Anna has in front of her a comprehensive of a 
brochure that she absolutely loves, 

‘She presents it to Adrienne on Monday, who 
besides being a designer, is also a Sierra Club 
member. Adrienne doesn't love it. In fact, she’s 
flabbergasted. 

After a long, painful pause, Adrienne says, 
“What did you see as the objective of this piece, 
Anna? What is the message of the Sierra Club? 
Did you read their literature or go to their 
website?” 

Тһе fact that she had not was irrelevant to 
Anna, who has reinvented the Sierra Club as 
she wants them to be — а really cool 
organization. "I can see what they're trying to 
say,” Anna says to Adrienne, “Butit's so boring! 
Firstof all, nobody reads, and second, nobody's 
going to read that stuff. 1 designed a piece that 
will attract people like me to the club.” 





“You may be right about people not reading 
but that is no excuse for designing something 
that’s unreadable,” says Adrienne. “Do you 
realize how importantitis to the Sierra Club 
that each and every piece of communication 
work for them? Each piece must be appropriate 
and work to reach an objective.” Adrienne looks 
again at the brochure. “This is totally indulgent. 
Is this how they taught you to design in school?” 
wAnnais stunned. She admires Adrienne and 
so she is trying to listen and compute what 
she’s said, but it confuses her too. “But we 
want to win awards!” Anna blurts out. “This 
will win awards and that’ll help the Sierra Club, 
too! In school my posters always got lots of 
great comments because they were bold 
and innovative. That's what gets people's 
attention.” 

‘Adrienne stares at Anna in disbelief. “If you 
are the kind of designer coming out of school 
now, then we are in serious trouble, girl.” But 
thinking more about the situation, Adrienne 
quickly backs off. “Sorry, Anna. Clearly, І should 
have spent more time with you — my fault. Get 
your stuff. We're going to see some things.” 

As they drive up the Henry Hudson Highway 
in Adrienne’s electric convertible, they pass 
the sewage treatment plant (“Really cool,” 
says Anna, meaning the car). Adrienne points 
out how hard itis to manage sewage for the 15 
million people who live in New York City, but 
Anna ів preoccupied. How can I get a car like 
this? she wonders. Up the Palisades Parkway 
they go, and into the rural Catskills. Anna, born 
and raised on Manhattan's Lower East Side, 
has rarely been this far out of the city. She feels 
out of her element as they approach the 
Shokan Reservoir. “All these trees. Scary!” 
she says to Adrienne, who thinks this is a joke 
and laughs. But it’s not a joke to Anna. She 
is truly scared. 

‘Balancing precariously on the edge of her 
four-inch platform wedgies, Anna cautiously 
follows Adrienne out onto the Shokan on some 
large, mossy rocks. They look around at the 
scummy, shallow water. “At this time last year 
the water where you're standing was two feet 
over your head,” says Adrienne. “It's 
September now — no chance it’s going to get 
anywhere near half-full by the end of the year.” 

‘Anna doesn’t see the problem. “So? No 
one's going swimming here anyhow, are they?” 





«Adrienne stares at her. “Anna, І hate to tell 
you this, kid, but this isn't a swimming pool. 
This is New York City’s water supply.” 

Stunned, Anna says nothing. Her eyes scan 
the dirty water and she licks her lips. 

“Thirsty, Аппа?” Adrienne hands Anna a 
bottle of water. 

Anna looks up at the graying sky. "It'll rain 
soon. And if it doesn’t, I can always buy bottled 
water.” 

“Yes. Eventually it will rain,” responds 
Adrienne. “But it probably won't make enough 
of a difference. And there are so many crucial 
environmental issues we all must address now. 
Design is a very powerful tool, Anna. We can 
use our imagination and skills to try to change 
all this. Make people more aware, help them 
organize, and together, we can all make the 
right things happen.” 

ФА sharp pain stabs Anna's ankle; she slaps 
at a mosquito lunching on her blood. Her shoes 
are impossible and she slips them off. 
Barefoot, she walks from rock to rock with 
Adrienne still deeper out onto the reservoir. 
Several Diet Coke cans float aimlessly in the 
utter stillness of the Shokan. “Those brands 
you so dearly love are a big part of the 
problem,” Adrienne adds. “We are over- 
consumers, over-producers. And designers 
are aiding and abetting the problem.” 

«Аппа suddenly longs for the safety of her 
headset. Her computer. Her solitude. Her 
selfishness. All far away now. She turns to 
Adrienne and speaks her mind. “I don’t want 
to solve the world’s problems. It’s boring, and 
Lam not the one who's screwing things up.” 

‘Anna's gaze slips away, then she lifts her 
eyes to meet Adrienne's and confesses, 
“Besides, this is not fun. You're getting all 
serious on me, Adrienne. | want to get back to 
my computer. This place creeps me out. | went 
into design to make really great posters, logos, 
brands, period.” 

‘Adrienne bends down and cups some water 
in her hand. She turns to Anna. “What if you can 
do both?" she says. "Have fun and design a 
worthy piece? Let's do this together, Anna. 
Maybe we can figure out how to wow your 
friends enough to bring them on board, too." 





‘Anna swallows. She looks around at 

the dirty, inadequate water. She's never 
collaborated with anyone in design. She feels 
uncomfortable about letting Adrienne (or 
anyone, for that matter) into her very private 
process. "How does that work?" she asks. 

«РИ act as the art director, you'll still be the 
designer,” Adrienne reassures. 

Anna thinks a moment, then looks up. 
“You don't get й, Adrienne. | want to be like 
Jennifer Sterling and all those other cool 
designers. That's why | went to design school. 
To win awards. Do cool work. І can't be 
wasting my time on do-good projects, you 
know?" She takes a step back towards the 
shore — and slips. 

"Help!" she screams, slipping under the 
sludge. "Adrienne!" 

«As Adrienne reaches for Anna's hand, her 
response is clear. “We help each other Anna. 
That's how it works.” And she pulls her back 
onto the rocks. 

Anna is gasping wide-eyed, terrified. 
Catching her breath, she has her second 
epiphany of the week. “I getit. 1 get it,” she 
says. “When do we start?” 

‘Adrienne smiles. “We just did.” 








Design director and writer DK 
Holland consults with advocacy 
groups to develop effective 
communications programs. 
She lives in Brooklyn, NY, and 
works in Manhattan. 
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ididn’t have a cupholder and a regular coffee 


as just that? You know - regular. 
have tried to find other designers, 

an't find anyone with his humour 

, Мгеуегепсе, and wit. Philippe 

/Spulls new rabbits out of a hata 


You see it, don't you? 








some thousand years ago, an unknown craftsman 
puts hands to сіау. he shapes а cup, glazes it with 
careful brush, fires it, he does not carve his name 
in the bottom, he stamps no identifying mark, 

his only concern is the creation of a beautiful and 
useful cup. the potter has long since returned to 
dust, while the cup remains. 


when you don’t fill the cup with your own ego, windows 
are opened: the cup can be a vessel for spirit, nature, god. 
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does 
matter 


Design gives us the tools to make a world more 
beautiful and humane; опе that reflects our intelli- 
gence and imagination; our dreams and desires. The 
structures we build can create a sense of place, 

of history and of promise; our public spaces can 
inspire a deeper understanding of our shared past 
and living culture. At Teknion*, we recognize the 


power of design to evoke the human spirit. 
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Тһе quiet destruction of the natural world ї the narrative of our time, a story that needs to be. 
told and retold, in ways too compelling to ignore. But the design world is caught up in another 
story - the commercial story, the catch the eye ! stimulate desire ! move the merchandise ! story. 





наг ago to be simply that. Ії has now become a means of organi 
the consciousness necessary for that economic system to flourish.” E 


Andrew шаваг 





We believe that innovative solutions with strategic business 
advantages occur at the intersection of business, technology and 
user needs, as the red circle indicates. 


Technology 





User 
Interface 


1. Corporate transformation: British Petroleum to Beyond Petroleum 
2.BP branding system. 

3. Shell's feel-good website 

4. Green logo: Toyota's “leaf car” 

5. Nike retail environment 

6. Corporate watchdog site: -www.corpwatch.org/greenwash-» 


Toyota “Leat саг logo, Oasis Advertsing | BP “Helios” logo, Landor Associates 


AWAY 
TO LIE For THEM” 


TIBOR KALMAN 


FROM CORPORATIONS THAT WANT YOU TO 





Тһе discussion and justification. The rationalization. 
The nit-picking, disagreement and argument. 
The wrangling and bickering, persuasion and dissuasion, 
the grousing and fault-finding, contention and ratiocination. 
he sword-crossing. The kvetching. The cheerleading, boosting 
out-and-out bitching. The whinging and jesusing, the 
ping and the clamoring. The debate. 


rfect memorial to Tibor Kalman. What did you expect, и 
oment of silence? 


0 e 1964 d 


'ersal of priorities within the design industry, away 
commercial hype and towards social communication. 


nan: "We should do this again." 


Adbusters redrafted the manifesto, and First Things First 2000 
was signed by 33 leading designers and launched worldwide. 
Then came the maelstrom. And out of it, an unavoidable 
question: Where do we go from here? 










besid les optical pyrotechnics (read:eye candy] at work within recent history's award-winning designs? 


We may he facingthe = 


Do we perpetuate stereotypes through our techniques of representation? Does graphic design simply propagate 


Loretta Staples 


problem of our lives — 
PERHAPS INCREASINGLY GRAPHIC DESIGN IS LESS THE 


how to restore the 
“sood” in good design. 


Һет work [or have worked) for companies such as Nike, Audi, Volkswagen... for a 


ariety of Е: OF our wc 
its moral center. 






Milton Glaser 














LET'S FACE IT: GRAPHIC DESIGN AS WE KNOW IT IS TIGHTLY 
INTERWOVEN WITH FREE ENTERPRISE... MOST OF US WORK 
ON A DAILY BASIS TO HELP OUR CLIENTS SELL STUFF, 
SOLUTION AND MORE THE PROBLEM. THIS IS A SQUEAMISH POSSIBILITY 

WHETHER IT'S SOMETHING AS EARTHLY AS WIDGETS OR 


AS HEAVENLY AS TICKETS TO THE CHURCH SOCIAL. 





Affixing my name was a no brainer 


AND EVEN WHEN WE'RE DESIGNING INFORMATION OR 


WAYFINDING PROJECTS, WE ARE STILL TIED CLOSELY TO 


What did not expect after | signed the manifesto was the cynical ‘game’ that people would play where they went through ай 
your clients and shouted ‘Ава! if any of them were ‘too commercial." NE eme) Tig gears tremor 


OUR CLIENTS WHO, AFTER ALL, ARE PAYING US. T 


themselves from commercial situations entirely But to seriously look with humanism and an O TRY, critical eye at whal 
design could and should be doing for society. All the cat-calling about the signees is just a deflection of the real issues th 
manifesto is concerned with and a smokescreen in front of the real questions we all should be discussing 


TO PURIFY OUR WORK OF THE SMELL OF MONEY IS BOTH 


Jonathan Barnbrool 


HYPOCRITICAL AND IN VAIN. 
DAVID STERLING 

















There's nothing wrong with commercial involvement. 
IT'S TIME FORA RADICAL RE-THINK. WE NEED A CHANGE 0! 


Commerce supplies people with things that they need 
RAPHIC DESIGNERS AVOID CONFRONTING. LORETTA STAPLES 


as well as things that they want. | have known design 


projects that have created so much demand that Steven Heller 
but doing something to live up to the promise із much more difficult, 





factories have opened in the Far East, and the poor 


given jobs as a result. People need sanpro 

While many designers are sympathetic, they also feel that the 

manifesto presents “an idealism that is impossible and 

products—so where's the shame in осн them? 1 
impractical to live ир to оп ап everyday scale.” No solutions are 
proposed. On the other hand, would it be reasonable to berate 
someone who tells you there’s a fire in the building because they 


don't lead you to the exits? 


for more info on ftf visit Ewww.adbusters.org> 





Simon 5һоЦ 


Andrew Howard 


JIRECTION, IN LINE WITH FIRST THINGS FIRST. 
GERT DUMBAR 


like that First Things First 2000 encourages designers to think about why they do 
what they do. | dislike that it implies an artificial scale of clients from worthy to 
unworthy. Can't every one of our projects get our very best efforts? Don't 


purchasers of dog biscuits deserve wit, intelligence and ingenuity in their lives? 


Michael Bierut 





formation design projects urgently require our expertise and help. We propose a reversal of priorities in favor of more useful, lasting and democratic forms of 
communication — а mindshift away from product marketing and toward the exploration and production of a new kind of meaning. The scope of debate is shrinking; it must 
expand. Consumerism is running uncontested; it must be challenged by other perspectives expressed, in part, through the visual languages and resources of design. In 1964, 
32 visual communicators signed the original call for our skills to be put to worthwhile use. With the explosive growth of global commercial culture, their message has only 
grown more urgent, Today, we renew their manifesto in expectation that no more decades will pass before it is taken to heart. 


We employ 250 people at MetaDesign worldwide. More than 
half of our work would fit into that category of not exactly 
advancing mankind. But we have to bring in the money to 
provide a paycheck and decent work environment for staff. 
If we only did [noncommercial work], | wouldn't employ 250 


people. | would employ maybe ten people. 


Erik Spiekermann 





To many, the word “design” is practically 
synonymous with commercial hype. You can't 


expect people to see a line between advertising 


and design when designers don't bother to 
draw one. But they had better draw one soon, 
because people are getting hysterical, and 
they're not after witches in Salem or commies 


in Hollywood. This time, they're after corporate 


tools like you. 


By Mr. Keedy 


















In an era of inscrutable complexity, 
corporate marketing has become the 
one-cause-fits-all scapegoat for almost 
everything wrong with the world. Ecological 
chaos, racism, sexism, class warfare — you 
name it, you'll find it represented in corporate 
consumerism, because virtually everything 
today is connected to commerce. Best of all, 
marketing is an enemy that won't fight back; it 
needs you. No wonder designers are getting 
their Calvins in a knot. Who wants to be on the 
receiving end of all that rage? 

As problem solvers, many designers would 
no doubt like to be a part of the solution to the 
problems created in the wake of global 
capitalism. But can they honestly be part of the 
solution when they remain a large part of the 
problem? This September, a guerrilla army in 
rada shoes, toting Titanium PowerBooks, will 
е checking their Tumi luggage in at the 
larriott Hotel in Washington, DC, to strategize 
their social and political engagement with 
capitalism. This revolution will not be televised, 
butit will have corporate sponsorship. At the 
annual AIGA conference, the designer-activists 
will по doubt accessorize their dissent with 
Adbusters magazine and a copy of Naomi 
Klein's No Logo, this fall’s coolest anti. 
consumer consumables. At best, this designer 
insurrection is an honest attempt to “fight fire 
with fire;” at worst, it confirms social 
onscience and anti-consumerism as the 
latest cultural fad (next year: yoga). 








In the context of graphic design, anti- 
consumerism is a radical idea precisely because it 
doesn't make much sense. The graphic designer as 
anti-consumerist is a lot like the liquor company 
promoting responsible drinking, or the tobacco 
company discouraging underage smoking — maybe 
they're sincere, but it's hard to believe. Perhaps the 
bursting of the e-commerce bubble and the sudden 
interest in anti-consumerist design is more than 
just a coincidence. Are the designers who lost their 
jobs designing websites for the home delivery of 
butt toners now designing websites about the butt 
toner industry's use of sweatshop labor? 

Design as a practice doesn't have much 
of aconscience, even if individual designers do. 
Design organizations have rules of ethical practice, 
butis anyone ever busted for breaking them? For 
the most part, the pseudo-profession of graphic 
design does not require a license because it is 
satisfactorily regulated by the marketplace. 
Designers can draft codes of behavior, make 
proclamations, sign manifestoes and offer up 
ideas and solutions to any number of problems. 

In the end, somebody has to buy what they create, 
or none of itis going anywhere. 

Some designers believe they have found а 
liberating alternative to commercial servitude in 
culture jamming and subvertising. The idea is to 
topple existing power structures by subverting their 
messages, pulling pranks and being a pain in the 
corporate ass. In the ensuing chaos and anarchy, 
artists and designers start running the show, which, 
needless to say, results in Utopia. Wow! A world run 
by artists and designers. That's pretty close to my 
idea of hell, but that may just be me. 


Atypical example of this type of intervention 
is to sneak around at night and illegally paste 
your clever one-liner on top of an existing clever 
one-liner on an advertisement nobody likes. 
This demonstrates to the world (for free) that 
you are equally clever and morally superior to 
those advertising hacks, and you're not buying 
what it is they're selling, so they had better 
listen to you. . . mean, us! It's a strategy that 
transforms the artist's or designer's personally- 
motivated aesthetic self-indulgence into a 
selfless act of civic duty. It's a trick the art world 
invented in the late "808 so that artists’ self- 
importance could compete on a corporate and 
institutional scale. 

No doubt culture jamming is fun — it's like 
being a good terrorist, how cool is that? But is 
being even more obnoxious than the enemy 
really the best answer? Forget about trying to 
one-up the ad hacks (you can’t). The question 
is, why are you playing the same creepy game? 
The idea that a design intervention can drive 
consumer reform is putting the designer cart 
in front of the horse — it looks good but it 
doesn’t work, And design, unlike art, is 
supposed to work. 

So when 1 signed First Things First 2000, it 
wasn't because the world needs an anti- 
consumerist declaration of independence to 
encourage design shenanigans. If that was all 
| had read into the manifesto, | wouldn't have 
added my John Hancock. 

Back in 1987, | gave a lecture entitled, 
“Greasing the Wheels of Capitalism with Style 
and Taste,” which | expanded into an essay for 
Emigre magazine in 1997. For the past 15 years 
1 have watched advertising-oriented values 
infiltrate the culture of design. With the arrival 
of ЕТЕ 2000, | could see that others had 
concerns along similar lines and that they 
wanted to open up the issue to a more general 
discussion. 1 have hoped that designers would 
establish their own ethics, free from 
commercial duplicity and without imitating 
art-world politics or pop-star platitudes. Maybe 
not a “new kind of meaning,” but at least a new 
way of thinking. It was a good start to revisit the 
ideas behind the original, 1964 First Things 
First manifesto, but | would add to that the 
ideas of other designers and critics like 
Christopher Jones, George Nelson, 

Ой Aicher, Eva Zeisel and W.A. Dwiggins. 


Ironically, designers can make their biggest 
social and political impact by not designing. 
After all, someone designs most of our 
ecological, social and cultural nightmares 
before they are unleashed on the world. Yes, 
it’s helpful to make a pretty poster for the Save 
the Kittens Coalition, but it’s hardly essential — 
a less fashionable choice of typeface or color 
won't jeopardize the cause. It's much more 
important to not stretch a magazine article into 
а500-раде hardbound book, or design a hot 
website-of-the-week that makes corporate 
jackals look like giggling pre-teens. 

In the past decade, advertising has gotten 
alot hipper and cooler, due in large part to а 
handful of talented graphic designers hand- 
picked from design annuals and magazines. 
They get to make а ton of money and work оп 
big projects that otherwise would never come 
to them, while the ad agencies get the best 
talent and make more money still. This 
exchange has created a handful of design 
superstars, while turning the profession into an 
art ghetto where advertising “creatives” shop 
for cheap, disposable talent. Now there is an 
endless supply of young designers trying to get 
noticed — "Pick me, pick me next!” — because 
design conferences and magazines celebrate 
opportunist sellouts, as if they were doing us all 
abig favor. Gee, thanks! 

Designers think of themselves as good 
people whose clients make them do bad things 
—the “I was only following orders” defense. 
This is usually followed by the “a person’s got 
to make a living” defense, as if the only way a 
designer can make ends meet is by crafting 
insipid propaganda for multinational 
corporations. The debate about the designer's 
responsibility in society tends to get polarized 
between powerless complicity and social 
actualization. The vast majority of designers 
work somewhere in the middle, within subtle 
gradations, and it is in these gray areas that 
distinctions need to Бе made. Thatis, in the 
real world, not the theoretical ехїгетїйн 








Ifyou are a corporate tool, at least be a 
good one. Everyone knows the difference 
between engaging and deceptive messages. If 
you are doing work that you feel conflicted 
about, however, don’t kid yourself that some 
pro bono work or anonymous culture jamming 
will even the score. It doesn’t, and stop 
pretending you're an artist, because you're not. 
Try to make less, and make it better; brands 
should be memorable because they are good, 
not because they are omnipresent. The 
difference between design and advertising 
used to be that design was informative, not 
persuasive; compelling, not intrusive; and 
intelligent, not just clever. What's the 
difference now? Truth in advertising is an 
‘oxymoron, but does it have to be in design as 
well? The increasingly personal and invasive 
presence of marketing and corporate control in 
people's lives has provoked global hysteria. 
Design has played a part in the problem, but, 
unlike advertising, design can also help offer an 
alternative — and this time, a real alternative. 


Mr. Keedy has been teaching in the Graphic Design 
Program at California Institute of the Arts since 1985. 
His design and essays have been published widely in 
design periodicals and books. 

















AGAIN AND AGAIN, DESIGN PITS ІТЗЕЙК AGAINS ITSELF. THE “NEW WAVE" IS OLD. WE'RE LOOKING FOR THE NEXT 816 IT, вит THERE'S A 
NAGGING SUSPICION THAT THERE IS NO “NEXT.” rnar oesion наз LOST ITS SOUL. THAT DESIGN'S MOMENTS ІН 
HiSTORY ляє я LONG не oF SQUABBLES AMONG THE FOOT SOLDIERS OF CONSUMER CAPITALISM. 


THEN ALONG COMES THE BATTLE IN SEATTLE яко A WORLDWIDE MOVEMENT THAT NAMES COMMERCIALIZATION AS AN ENEMY, ALONG WITH 
BRANDING AND CORPORATE POWER. DESIGNERS CAN'T FAIL TO SEE WHICH SIDE THEY STAND ON IN THE DEFINING CULTURAL SHOWDOWN OF OUR TIME. 


THE MUTINY HAS BEGUN. MANY OF US ARE EXILES IN OUR OWN COMMUNITY, NOT SURE 
WHERE WE'RE GOING BUT ALREADY DRESSED FOR THE ROAD. WE'RE LOOKING FOR A NEW 
WAY OF PRACTICING.OUR CRAFT, A NEW KIND OF MEANING. WE'RE LOOKING FOR HISTORY, 





AND HERE 1$ HOW ІТ MIGHT BEGIN 
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VERY NOW AND AGAIN SOMEONE HAS A RADICAL INSIGHT THAT OPENS UP САМОЕ 7 
IBILITIES AND CHANGES THE WORLD. EARNESTELMO CALKINSHADSUCHA — 
lAINWAVE BACK IN THE 19205. HE INTRODUCED THE IDEA THAT МОРАОВИСТ-МО | BR 
mn 


©) COFFEE ТІМ. NO TOASTER. NO AUTOMOBILE — SHOULD BE LEFT UNCHANGED FORLONG. ^— 








P amr amt жағ a = 


NO MATTER HOW WELL-DESIGNED. EVERY PRODUCT NEEDS TOBE RE-DESIGNEDAT = 
一 一 一 一 一 


¡EGULAR INTERVALS. WHY? BECAUSE PEOPLE GRAVE NOVELTY: IF YOUBRINGOUTA 
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STYLISH NEW MODEL. THEY WILL FEEL THAT THEIR OLD MODEL IS OBSOLETE AND — 
LACARRA AAN е CA AREA TE EEE LAE == 
MM "STALE-ENCINEERINO?WAS"ONE-DE-TME-PIAST-COMPELLING-EXAMPLESOP-DESIGN:DASED. 
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س‎ т 
BUT DESIGN. BASED BEHAVIOR MODIFICATION DOESNTMAVETO BEULTIMATELY | 
BANAL AND DESTRUCTIVE. ITCANBEUSEDTO DO SOMETHING 00 
(MUCH MORE INTERESTING THANJUST SPEEDUP THE CONSUMER PUACHASING усьо. 一 
— — — 
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REDUCEN. INSTEAD OF SAVING TIME. YOU S-TR-E-TC-M IT, MAYBE YOU DESIGN AGAR THAT 


— OLE NEIGHBORHOOD: CAN SHARE A-CHAIF-THAT EVENTUAL TELLS-ITS USER TO-GET — ,: 














A FEW SOCIAL DRINKS CAN BE CAREFULLY CONSUMED) 
THEN THE HAND BEGINS TO TREMBLE, m's THE PAINS 
THE MORNING AFTER— WITHOUT THE TROUBLESOME 
WAIT. MEETYELOODY MARY," THE SIMPLEST OF = 
PSYEHD.DEBIGN SOLUTIONS: A арыт LIP, A оша 


OFWINE, AND THOU. 


HebicalAbeustess 


мем'йвовоаті 








ША CIGARETTE CAUSE 
© EDES MALADIES 
-DEJLA: BOUCHE 





HOCKING" HEALTH WARNINGS DON'T WORK — AND LEAVE THE 





MORAL HIGH GROUND то BIG TOBACCO: TODAY'S SMOKERS, THEY 
ВАУ, TAKE AN INFORMED RISK. OUR "STOOGE SERIES" LABELS DON'T 
SOFT-PEDDLE THE DRUG. THEY INCITE, PROVOKE, SHAME AND 


BELITTLE, AND THEY REFUSE TO IGNORE THE POLITICS OF THE PUSHER. 


IGN: ADBUSTERS 












USER WARNING: You are being 
duped by a killer corporation. 





Mar hora 


20 CLASS A CIGARETTES 


OAD FEE 

















OTHER WARNINGS: 
YOU ARE A CURSE ON SOCIETY. 
YOU ARE PLAYING THE ROLE OF A 


CORPORATE STOOGE. 


IN WAR, THE BOLDEST BATTLES ARE FOUGHT BEFORE THE 
TROOP BOATS LEAVE HOME SHORES. CONSCIENTIOUS 
OBJECTORS RISK IMPRISONMENT, EXILE, SOCIAL CENSURE 
AND SOMETIMES DEATH ТО DEFEND THE FREEDOM TO CHOOSE 
WHAT—IF ANYTHING — IS WORTH KILLING FOR. THEY'VE WAITED 


OO LONG FOR A MEDAL TO CALL THEIR OWN. 


DESIGN CONCEPT: JOHN KORMELING 





"BIG FOOT": THE INTERNATIONAL SYMBOL 





THAT REMINDS, "TREAD LIGHTLY." S A 
LOGO, A WARNING SIGN, A CULTURE 
JAMMER'S CALLING CARD. IT TAKES ONLY 

MINUTES TO LEAVE ONLY FOOTPRINTS. 
DESIGN: ADBUSTERS 


Do-rr-vounseLrt 


‘THE FLOW OF WATER SEEMS ENDLESS, 
ETERNAL —WHICHIS EXACTLY WHY WE 
WASTE OUR MOST VITAL RESOURCE. 
"SAWA" BREAKS THE PSYCHO-CYCLE. 
UNSNAPTHETAP, AND A DIGITAL 
METER COUNTS OFF THE DAY'S WATER 
USE. ANOTHER DAY, ANOTHER 


CHANCETO GO DAY. 


DESIGN: NICOLA DELON AND 
JULIEN CHOPIN, 


COLLECTIF ENCORE HEUREUX 
















THE “ETERNITY” FAUCET IS A POSTMODERN 
MEMORY OF THE PRE-MODERN VILLAGE WELL, 
THETAPIS SMALL, SMOOTH, AND HARD TO TURN. 
THECOLOR— EMERGENCY RED — iS A HEADS-UP. 
THAT WATER WASTE IS PLAYING WITH FIRE. AND 
THEETERNITY LOGO? SOMETHING TO CONSIDER 
WHILE YOU WAIT FOR THE TRICKLE FROM THE 


Tiny SPOUT. 


DESIGN: KONO matsu 


NOW ON ORDER 





SHARED BIKE RACK. THE NEXT, 


A YOURS-AND-THEIRS TOO! 


MYSELF AND YOL 


DESIGN: NEXT ARCHITE: 








SAT вип 


WED THU FRI 


TUE 


тап 












































FAST FOOD, РАЗТ CAR! 





FAST COMPANY, FAST CULTURE. 
LEAVE IT TO THE SUCKERS. "SLOW CITY" IS THE NEW COOL 

(THAT'S RIGHT — SLOW IS THE NEW FAST). WHO'S THE BIGGEST 
REBEL IN TOWN? THE PERSON DRIVING UNDER THE SPEED LIMIT. 
BRING ON THE ART CARS, THE LOW-RIDERS, THE WALKERS, THE 
CYCLISTS, THE SKATEBOARDERS, THE EAS Y-DOES-IT CRUISERS 
AND THE WANDERING LUNATICS. TOTAL PRIORITY TO THE SIDEWALK 
CAFE, THE STREET PARTY, THE PARKWAY, THE PARADE, THE 
URBAN GARDEN, THE CHILDREN. NO NEED TO RE-INVENT 


THE WHEEL. JUST THE CITY. 


DESIGN: олу. 


THEECO.INFRACTION TICKET. PRACTICE RANDOM 


ACTSOFSTRANGENESS. 


DESIGN: -ADBUSTERS.ORG/CAMPAIGNS/URBANSPACE- 


THE AVERAGE CAR PRODUCES FIVE TONS OF CARBON AND 
OTHER GREENHOUSE GASES EACH YEAR — A NUMBER MOST OF 

US WOULDLIKETO FORGET. NOT WITH THE "CARBONOMETER.” 
LINKED TO AN EMISSIONS GAUGE IN THE EXHAUST SYSTEM, THE 
DASHBOARD NEEDLE RISES ANO FALLS WITH EVERY PUMP OF 
THE PEDAL, WHILE A TICKER ADOS UP POLLUTION. PER-TRIP. 


A GREAT INCENTIVE TO INVEST IN A BRAND NEW KARMA. 


мот AVAILABLE FOR BICYCLES. 














BIG-GAME SUV TAGGING. WHY NOT TRY IT THIS WEEKEND? 


DESIGN: <WWW.CHANGINGTHECLIMATE.COM> 























I PRAYED EVERY NIGHT Амр GOD GAVE МЕ 
ТА 64-- АТ LAST I AM A DESIONER-- 
HOW DO I TURN THE BASTARD ОМ? 
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РОР action hes әп equal and 
^ ОРОСТ reaction in nature - Neston's 
ще ТШ Low gone Wild. Hoke the Link with 
Ұ Ж Шар Reaction" that is big, bold, 

aod could HAVE DEEN painted by the child 
AI ARTUR Who’ 11 be wondering where 
җы БӨ 1808 one. 

DORUM ДСА n Ны Zio 
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The blade cuts furrows 
that can hold precious 
reinwster, for weeks 


Mith з donkey pulling 
teplou, crop yields 
can riseiby up to 500 
percent 





The design of this siaple, 
Sofi herness improves 
efficiency by one third 


Because the Welcome Wagon won't mention arsenic in the drinking 
water, there is <scorecard.org», Type іп your postal code and 
Scorecard breaks the silence on your cosaunity’s water, 

sir, and land pollution probleas, and повез the companies 
responsible, The site also helps you tske action in the US, 
you can email your concerns to the EPA or your state governor; 
Canadians(<scorecard,org/pollutionsatch») can fax 

the dirty companies directly. 

Desto! <SCORECARD 086» 

Би! 


ABOUT YOUR COMMUNITY 


кетуден. 











Is look good. Fleshy. Fira. Fresh. Still, 
ber code past the “Ur Scanner.” Up pops 
cenes story of the chicken Гага itself, 
iving conditions snd feed. Creaped. Crappy. 
Ў, friend. Try the tofu. 
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(AND NO ONE WILL HEAR YOU) 





In the US 2000 election campaign, the haericen Institute 
of Graphic Arts dabbled in the softest sort of political 
statement - getting out the vote. Tuenty-three designers 
created posters for nationside distribution. Of course, 
Anericans were about to discover that voting and true 
denocrscy sren't necessarily linked, Where's the 

AIGA poster for electoral refora? 

Destow: Вовтннє Rave, Modern Dos Destan Co. 
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As the planet degrades, а new meaning, а new aesthetic emerges. 


form follows nature, 


The perspective — the aesthetic — of a sustainable society has 
yet to take form. But we can speculate: it's an honest, simple way 

of being. It follows organic cycles, mimics nature's ways. It's not so 
much about being good as being wild and fiercely determined, like 
crabgrass, а wild boar, a seed in a crack in the concrete. Its ploneers 
fight the dirtiest, most destructive corporations in the forests, at sea, 
and in the streets, Within this melee, a new attitude grows. As the dust 
settles, it begins to change our clothes, houses, shops, streets, food, 
music — and gives rise to a more spontaneous way of life. 
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TYAND ACCURACYARE MADEATTHE EXPENSE OF through which to glimpse 
AMBIGUITY AND INTUITION. WHEN YOU GAZE ATTHE ап СІ rationalized 
WORLD THROUGH А GRID, YOUR BRAIN CLICKS INTO world. Gains in pre- 

A REDUCTIVE MODE AND DECISIONS BECO) 

AND MECHANICAL. IT’S A KIND OF DEVIS BARGAIN dictability and accuracy 
FOR LOGIC FREAKS, А TOOL TO REPLACE INSIGHT AND аге made at the expense of 
АПАНЫ ambiguity and intuition. 
POINTSONAN When you gaze at the world through a grid, your brain 


AXIS THETRICK clicks into a reductive mode and decisions become rote 
OFTHISMIND- апа mechanical. It's a kind of devil’s bargain for logic 
FIX.GETRIDOF freaks, а tool to replace insight and гого wit 


JOUR TITERS.» endless points оп an axis, The trick is to an out of this 


























ANEW. ^"^ mindfix, Get rid of your filters. See the world anew. 
et 一 T P GRI са filter 
ЕЕ E пара? 
892 БЕРЫ гапо ed word. (CS in 
БЕ LEE dicta йу ОП ol КАС ars 
3858955 ds пашы JENS 
5 КЕ, see Шап od 
КЕНЕН 
а ЕЕ pow cm 
E 529 о? 53 АЙЖ mode ECISIO 
9# 225 ome ег с en 
Бе in for 
FEES kin а tool to rep ac 
2 3 5 
> ш апа spontaneity. 
PSSSES go ambiguity а цеце зеп 
Е SEGA intuition. $ 
Ванн  й When you яаг 
Sida eg atthe worl 
5255 ЯВ through a grid, 
«ЕЕ 33428 your brain 
25558988 clicks into а reductive 
Seong on become rote and mechanfé 
5 5 Күү bar аш for logic freaks, a год 
2532088 spontaneity with endless po 
Spaces Ug The trick is to slip out of this mind 
ENGS2250 your filters. See the world anew. 
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On the Island of Majorca, Spain, plans are in 
place for a village peeking out from beneath 
terrace fields, its streets narrow and shady, 
its farms watered from weirs and cisterns full 
of rain. "Nutribuildings" will до a step further, 
taking their energy from the sun, rain, and 
wind, while the only "waste" will serve to 
nourish the soil. For more information, 
consult your house plants. 


Design: Richard Rogers Partnership 
Coming soon! 





This re-designed streetscape for San Leandro, 
California, recalls the good old days when 
water came in something other than pipelines 
and Perrier. The average 19 inches of annual 
rainfall filter through roadside greenways, 
rediscovered urban creeks, schoolyard pools 
and summer playfields that turn into winter 
boating ponds. 


Design: Emily Rylander, Haven Kiers, 
Scott Cataffa, Zuzana Ponca 





The "Bee Condo” invites North 
America's native bachelor bees to 
shack up for the winter; come spring, 
your new tenants will pay the rent 
with amazing feats of pollination, 
helping to restore your region's 
original plant ecology. 


Design: Derry Walsh and Bill Chase 
Ahit in Vancouver! 
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we Me more you write 


SPROUT 
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the more It grows 
» the more you write 
. the more it grows 
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HELVETICAGRASSROOTS 


Writers and poets, stepping for the first 
time beneath the high jungle canopy 
of Africa, Papua, or Amazonia, compare 
the forest's uplift to the world's great 
cathedrals. The greater truth is the 
reverse: our cathedrals are only 
stand-ins for the sheer rock walls and 

hanging gardens of primal memory - 


In a mindshift, truth and beauty are 
guerrillas. Design can be an aesthetic 
ambush. Ata glance, it's just another 
lamp that you can't afford. But then you 
see itas coral, or an arctic flower, ога 
seed pod splitting in the heat, or a moon. А 

lizard's eye. Somehow, it provokes you . 
You're missing something. Groping for an 

answer, you strike instead on a question . 


Remember nature? 





TRUE-COST 


Thou shalt give good weight. 
Though shalt not gouge. 


Thou shalt not poach another designer ıs ides. 





Finally, AIGA 


comes up with an sctusl code of ethics, 
to back up its longstanding talk of professional standards - 


and that's the best it can do? 


Alist of rules about fees and decorum? 


There's a need for ethical standards, 
sure. But іп this age, ethics aust take 
anuch longer view. Here's s more timely 
and straightforward code: the code of 
true-cost design. 


True cost simply neans that before 
designers cone up with э пеш product, 
they consider the ecological and 
psychological consequences of what 
they do, In other words, they plan to. 
minimize the dansge before they 
maximize the cool, 


The advantage of this cade over the AIGA 
version is that it’s an internal, not ап 
external, one, It’s like an extension of 
your oun social conscience, 


Let's say you're designing a leaf 
blower, The little two-stroke engine you 
plan for the thing probably has a life of 
a few thousand hours, Each one of those 
hours will produce в bit of stress and 
annoyance and pollution for everyone who 
is forced to listen to the machine and to 
breathe its fumes, 


So before you start work, you do the 
math, You decide how auch per hour that 
aggravation snd pollution costs society 
(for the sake of exeaple, say one cent 
per hour). You aultiply that by the 
3,000-hour life span of this tool. Тһе 
result із э rough estimate of the 
ecological and psychological cost of 
your leaf blower: $30, 


Now you have a decision to aske. If the 
true-cost figure seeas unacceptably 
high. and you do not feel you cen make 
it lower, then you should turn down the 
Job. Dr you can try to design a leaf 
blower thet’s quieter and cleaner, 

Dr maybe you decide instead to design 
з better rake, ог s lesf composter, 


Why should this kind of soc 
be the designer “5 respon: 


Why shouldn't it? 


For most designers, the product loses 
all significance once it’s been created 
and the client has settled accounts. 
That's wrong, because the life of the 
product has Just begun. For years, 
maybe decades, maybe centuries, it will 
delight, esse, chara . , , itwillbe 
shared, cursed, repaired and will 
ultinately sit in s 18048111 long after 
the designer is food for worms. 


We need 8 mesningful code of ethics 

that includes the concept of 
sustainability, If you're s product 
designer who knowingly crestes products 
that hurt the environment snd diminish 
the quality of life, hou ethical is that? 
Tf you're driven by the ides of planned 
obsolescence - designing neu styles 
Just to make people dissstisf ied with 
the old = well, you know where I’m going 
with this, 


AIGA clearly has good intentions, 
When America’s butterfly ballot proved 
anti-democratic. AIGA came up with з 
better ballot. Now let's see AIGA turn 
good acts into complete strategies, 
Let’s see America’s premiere design 
organization adopt 8 "do no hara" 
philosophy and teke the lead towards 
эп era when psychological and 
environmental costs эге no longer 
ignored in the economic equation, 


We designers are in the unique position - 
design being so пеш - of shaping our 
culture ав it grows, Of being able to 
carve out a kind of soul for it. True 
cost is something ше could heng 

our profession оп, 











А New Кїпа of Dialogue 


Searching for values, design looks in 
the usual place — inward, never outward 


“Don’t make something unless it is both necessary 
and useful,” goes the Shaker adage, “but if it is, 
don’t hesitate to make it beautiful.” There is a 
simple equilibrium to this philosophy, and in today’s 
world of commodity production, equilibrium is in 
short supply. It is precisely what the market 
economy and its supporting ideology robs us of. 
We are submerged in excess — a futile abundance, 
high in material use but low in spiritual substance, 
which, in its inability to satiate us, subjects us 
instead to a continual hunger. The Shakers would 
perhaps nod their heads knowingly to see so much 
materialism producing so little sustenance. 
Equilibrium is a state of balance to which 
excess is antithetical. 

Far from the isolationist world of the Shakers, the 
debate taking place within the world of design is also 
about need, use and aesthetics. It, too, has been addressing 
notions of excess, and although these issues have been 
recently placed on the agenda through the publication of 
the First Things First 2000 manifesto, it is not a new debate. 

What should be self-evident by now is that talking about 
contemporary design practice draws us inevitably into a 
wider social discourse. Design is not an abstract theoretical 
discipline — it produces tangible artifacts, expresses social 
priorities and carries cultural values. Exactly whose 
priorities and values is at the core of this debate. 

Many designers do find contemporary design practice 
problematic. We are drawn to design because we are 
excited by the visual and all its creative possibilities, by 
our fascination for language made visible, our pleasure in 
understanding how to craft a work, our sense of satisfaction 
in organizing ideas. We are sustained by the possibility of 
exercising skill and of creating beauty, and not least of all, 
because we have a talent for all these things. In parallel, 
we are troubled by the thought that the results of our efforts 
may be trivial, or worse, that they may serve damaging, 
ultimately antisocial, interests. 

We can uncover the roots of some of the problems we 
identify by looking inside the design profession, but others 
clearly spring from the nature of the wider social framework 
within which we function. Defining the range of our skills and 
knowledge is one thing; controlling how they are applied 
socially is another. Learning to understand what comes with 
the territory, and what we can bring to it, is one step in 
elaborating strategies that aim to redefine our practice. 


By Andrew Howard 


Learning to understand the territory itself means learning 
to sift through what John Berger has described as the modern 
rhetoric of bourgeois politics, the purpose of which is to 
conceal the true nature of the underlying economic practice. 
Marx’s genius, wrote Berger, was his resolute insistence on 
the practice, refusing to be deceived or diverted by the rhetoric. 
The rhetoric tells us that the marketplace is natural, that 
ultimately it is the most efficient way to meet the needs of the 
majority while rewarding individual initiative and skill and 
developing human potential. 

itis none of these. At the heart of capitalism lies a pitiless 
logic, an economic imperative rooted in material acquisition 
and possession. It is а logic that celebrates self-interest. It has 
constructed a system which contains no concept of sufficiency 
because its function is no longer concerned with satisfying 
human need, but satisfying the appetite for personal wealth. 
And since there із no such thing as sufficient wealth, there can 
beno such thing as sufficient production. Human needs have 
material limits. This is not good for the economic imperative. 
New demands have to be created so that they can match the 
profitable output of industrialized production. This is the 
inversion of supply-and-demand. It is best done by dividing our 
needs, desires and activities into the smallest possible units 
so that products and services can be created to satisfy them. 

So much has been written about this that Й ів tiresome to 
cover the same ground. Those still in doubt about the extent 
of our manipulation should read Vance Packard's Hidden 
Persuaders. First published in 1957, Packard's work remains a 
powerful exposé of the advertising industry and its attempts to 
“invade the privacy of our minds.” 

If this is not enough then try Stuart Ewen's Captains of 
Consciousness or the more recent No Logo by Naomi Klein — 
the list is long. These works look beneath the veneer of 
“normality” and uncover the real priorities and values of our 
economic system and the culture that springs from it. But there. 
are other things — those that lie beyond our view or are simply 
ignored. There are acts of heroism, of self-sacrifice, of courage 
and of resistance by countless millions who are the necessary 
Victims of simple greed explained away as "natural law." 

The division of our needs and desires fragments our 
consciousness. We are kept from being complete. Social 
activity, including thought, is subject to specialization and 
compartmentalization. We are encouraged to concentrate on 
the details of our activity 一 to develop its internal logic. This is 
what й means to be a good professional. Thus we lose track of 
how things fit together. In our allocated areas of professional 
concern there is little time for the wider picture. 
this disconnection which makes possible Michael 
Bierut's now famous dog-biscuit argument, referred to by 
Rick Poynor in the last issue of Adbusters. “What makes dog- 
biscuit packaging an unworthy subject of our attention," asks 
Bierut “as opposed to, say, a Walker Art Center catalogue?" 
Though Rick is right to point out the disparity for those whose 
dose of wit and beauty has to come in the form of dog-biscuit 
boxes, a more obvious reply springs to mind — dog-biscuits? 
It's difficult to pinpoint exactly where and when it happened, but 











sometime over the last 30 years 

the priority life-goal of dogs seems to have 
become the taking of vitamins. Only the apparently 
ill-informed could contemplate depriving their dogs 
of the vitamin-rich, teeth-sharpening, bowel- 
regulating, hair-shining dog-biscuits that are so 
essential to their health and happiness. It is the 
зате sort of invention that persuades us that we 
need eight types (pick a number) of shampoo, 
depending on our age, gender, profession, 

activity level and the texture, coloring and sheen 
ofour hair. 

There are points in the work of a designer at 
which it is necessary to become completely 
immersed in the internal logic of the work. Creative 
work is not possible without the intimacy of close 
proximity. But sooner or later the process has to 
reconnect to a larger, external logic. There has 
to be a set of reference points that lie beyond 
individual works or clients, some sort of guide that 
can locate your activity within a collective value 
system. Without this, dog-biscuit boxes аге 
undoubtedly as worthy as anything else. 

When | received the first draft of the FTF 
manifesto | expressed my reservations about 
adding my name. | felt something more 
comprehensive was needed. Like some other 
signatories, | questioned the call for “a new kind of 
meaning.” This has nothing to do with a distaste for 
ambiguity. On the contrary, ambiguity often has the 
power to disturb because it gives the imagination 
what it needs — an idea free of fixed associations 
or interpretations. But | believe that in calling for 
“anew kind of meaning,” the manifesto just misses 
the mark. If there is a problem about the role that 
graphic design plays in what Jan van Toorn 
describes as “the circulation of material and 
symbolic commodities,” then it’s related not just 
to the content of these cultural messages, but also 
to the forms of communication which carry them. 

The endless streams of messages that invade 
every corner of our lives are not open-ended; they 
are monologues. А call for “a new kind of dialogue” 
has the advantage of suggesting that we need to 
address form as well as content. Replacing 
billboards by car manufacturers with ones by 
Greenpeace doesn’t amount to much more than 
swapping one monopoly of perception for another. 
Better not to have any billboards at all. 

Thinking about forms of communication also 
helps to avoid the compilation of lists of “politically 
correct” clients — coming to be seen as a central 
task. The nature of the dialogue is as important 
as what is being expressed. In theory this does not 
exclude anyone. In practice, however, those whose 
interests lie in the commodification of our lives will 
have nothing to gain in creating the sorts of 
dialogues that are essential to democratic society. 





The cult of the instant permeates our ability to 
imagine. Immediacy is primary, efficiency is equated with 
speed. We scan for quick responses and quick solutions. 
The extent to which extreme, usually violent, action is 
celebrated in much of our popular culture is a reflection 
of the dominant predilection to eliminate obstacles rather 
than resolve problems. “Slow” solutions, which involve 
approaches that are local and accumulative, lack the 
thrust of modernity. They seem somehow less appealing, 
less convincing. To suggest that a daily, continual 
questioning of our priorities and our social ambitions is 
a strategy may not seem earth-shattering. It is 
nevertheless necessary, linked to a more far-reaching 
process, “Democracy,” wrote John Berger, “is a political 
demand. But й is something more. It is a moral demand 
for the individual right to decide by what criteria an action 
is called right or wrong. Democracy was born of the 
principle of conscience. Not, as the free market would 
have us believe, from the principle of choice which — if it 
is a principle at all — is a relatively trivial one.” Most of us 
do not have the power, or even the economic 
independence, to challenge head-on the priorities of 
those who pay for our skills. But we do have the possibility 
of defining, in collaboration with each other, a design 
agenda which provides a set of social references hostile 
to the commodification of our society and in defense of 
democratic values. 

Rick Poynor has characterized my position as calling 
for “nothing less than the politicization of all design 
discourse and practice," in a way that suggests that | lie 
at one end of the spectrum. Perhaps this is true, for І do 
argue that a social analysis of design's cultural and 
political impact should be at the core of our practice. 
This means encouraging the socialization of design rather 
than its professionalization. It means learning to stand 
back from the daily routine and building habits in which we 
persistently evaluate what we communicate, to whom, in 
what ways, and for what purpose. The sorts of strategies 
and policies that might arise from this will be dependent 
‘on context — there are no “off-the-shelf” solutions to be 
handed down from above. The politicization of design in 
this sense amounts to the creation of a methodological 
framework, a way of localizing our activity within a wider 
social spectrum, a mode of thinking which is the basis 
for acting. Itis based on the idea that effective action is 
impossible without understanding. 

Many designers are uncomfortable about the social 
application of their skills and energies. They recognize 
how problematic is the search for alternatives. None of 
us should be castigated for not being genial enough to 
find quick answers, but there is simply no excuse 
anymore for not lool 














Andrew Howard runs his own design studio in Portugal, 
where he specializes in work for cultural and educational 
organizations. He teaches design communication at the 
Escola Superior de Artes е Design. 
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SIMPLICISSIMUS 


In the 1850s, Paris was а disease-ridden tangle of crowded 
quartiers where unhappy citizens revolted more often than 
they enjoyed full stomachs. Baron Georges-Eugéne Haussmann 
was given the task of taming the city. Carving wide boulevards 
sprinkled with gardens, markets, and monuments, Haussmann 
opened the dense urban districts to “the circulation not only of 
air and light, but also of troops.” Suddenly, the revolutionary 
fires died down. And the bourgeois had a place to let their 
horses stretch their legs. 





Ifyou were a bureaucratic poobah, a high hat in the 
clergy, or a captain of industry in late 19th-century 
Germany, this bulldog would have struck terror into 
your heart. An embodiment of the nation’s anger, 
Thomas Theodore Heine's poster advertised the 
unrepentantly populist Simplicissimus magazine, 

a gold mine of social caricature and cartoons. The 
tabloid was repeatedly censored and the staff 

arrested —but the dogs of satire always break the leash. 





‘The political poster remains a plague on the powerful, 
with few artists as persistent as California-based poster 
sniper Robbie Conal (www.robbieconal.com). Since the 
1980's, Conal has taken his art attack to street corners 
from DC to LA, nailing the neocons in their most sensitive 
areas. Nepotism, say, and election fraud. 
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Attention all those who like to keep close to the cutting. 
edge: in design intervention, car culture is the Next 
Tobacco. Nailing the auto makers for their cover-up 

of the health, social, and environmental risks of their 
products is a fast-growing field for designers 

hungry for the biggest clients. 

Desıon: Ansustens 

Tay rms ar nome! 


World Car-Free Day 2000 was the first-ever global 
action against the age of the autosaurus. From road 
blockades to individuals quietly re-learning how to 
walk, the day came together around posters like this 
one. Because a movement without symbols is like a 
street without a bicycle. 

Desiow: ADBUSTERS 

BONUS LINK! <WWW.CARBUSTERS.ECN.CZ> 











Design work сал be frustratingly anonymous, but sometimes it's better that way. Consider 
"Things That Go Bump in the Road" — designs best left to speak for themselves. With water, 
white corn syrup, sugar, cream of tartar, a candy thermometer and a good online recipe, you 





have a street-level question: who wants to drive over broken glass? For a milder message, 
the bogus speedbump is a time-honored classic. Just remember the three Rs of the 

new street culture: Re-think, Re-route, Re-claim. 

Destan: D.LY. 


Hor LINK! <wWW.CULTUREJAMMERS.ORG> 


4 M 


get an old mattress / cut off a strip paint the strip / place it on the street 
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Women have always taken the heaviest hit in the 
commercial imagery bombardment — first, as the original 
household shoppers, and later in an endless assault by 
the food and fashion industries. Today, the psycho-tacties 
tested on the sisterhood are becoming universal 
marketing tools. Call it an Obsession (TV spot, 1997). 
DESIGN: ADBUSTERS; DIRECTED BY KATHERINE DODDS 
Resecten ву CBS, ABC, NBC, CNN, ахо CBC 





In the 19808, women with gorilla 
masks and mindbomb posters 
blitzed the New York art world for 
paying more attention to the, ahem, 
bust of the Venus de Milo than to 
woman artists, alive or dead. 
They ve since moved on to their 
biggest target yet: Hollywood. 

This year, the Guerrilla Girls 
invaded the Oscars armed with 
posters, stickers and a few 
impertinent facts: that no woman 
has ever won an Oscar for feature 
film direction, for example, and that 
94 percent of writing awards have 
gone to men. Women have been 
trying for years to convince movie 
studios to make а film about the 
feminist movement of the '60s and 
"70s. Say the GGs: "They're lucky 
Hollywood hasn't gone for it.” 
DESION: GUERRILLA GIRLS, 


<WWW.GUERRILLAGIRLS.COM> 


PAMELA HALLE CATHERINE 
ANDERSON — BERRY ZETA-JONES 
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STEINEM KENNEDY ABZUG 


They made women’s rights 
look good. Really good. 


MBI МОНЕ PRODUCTION CATHERINE ZUNE, ALE DR. ИШ ANDERSON TE DIR OF" 
ANNE HECO ASAE MET ROSIE O'DORNELL AS BETTY FEDA ECEQ BY OER STONE ЗОМ КЕЛШ 
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When it comes to keeping women down, marketeers and culture studs are nothing compared to the minefield of everyday 
language. “Pussy Galore” is an experimental typeface that fits four icons to every letter in the alphabet, forming a feminist 
toolkit to reclaim lost meanings, seize gender stereotypes, dispel myths and explore the power of visual communication, 
Destan: Women’s Destan + RESEARCH Unrr (WD + RU) 

MORE! <WWW.DESKWITHDRAWERS.ORO> 
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Green maps, maps of New York billboards, maps that identify strategic points for street protests: 
culture jammers have discovered cartography. The maps at <www.mapblast.com> are accidental 
interventions. Meant to help shoppers find corporate chains outlets — from Shell to Starbucks, 

Gap to Ford — the maps are an ideal resource for boycotts, protests, or even as a jarring visual blast. 
Welcome to Monoculture; Population: 1. 

DESIGN: MAPRLAST! 


There are a thousand fast-food typefaces, but only one “McFont.” 
DESIGN: ADBUSTERS 
We Love To SEE You SMILE 
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Spectacular By Design 


Architects of spectacle: 
revisit the reverie 


When my daughter was a teenager, she would often say, 
like so many of her peers, “Mom, І have nothing to do. 
т bored. Let's go shopping!” It became a family joke, 
constantly re-worked into silly variations. “Mom, my 
closet is full of clothes. | have nothing to wear. Let’s go 
shopping!” she might say, or, “Mom, І have too many 
pairs of sneakers. I’m confused. Let's go shopping!” 


From time to time, | indulged her shopping 
impulses, but | also suggested alternatives: fix 
toys, repaint the bathroom, make jam. One of 
her favorite mood-uppers, it turned out, was 
doing the silver. | will always cherish the memory 
of her sitting at the kitchen table, а big apron 
around her chest, happily polishing our odd 
collection of forks and spoons. 

Shopping, we found, is a poor substitute 
for producing. Yet today, deprived of the sensual 
pleasure of creation, the majority of us satisfy 
‘our craving by purchasing more and more ready- 
made products. This perception is not new. 

More than 40 years ago in Paris, a group of 
cultural critics — the Situationists — began to 
protest against the escalating commercial 
takeover of everyday life, and against the artists, 
illustrators, photographers, art directors, and 
graphic designers who manufactured this fake, 
gee-whiz reality. In his book, The Society 
of Spectacle, French Situationist leader Guy 
Debord writes, “In our society where modern 
conditions of production prevail, all of life 
presents itself as an immense accumulation of 
spectacles.” Yet, by today’s standards, the 
spectacle hadn't even begun. This was before 
the Pill or Pop Art. This was Paris before 
Paris Disneyland. 

According to recent findings, we now spend 
58 percent of our waking time interacting with 


the media; people sleep less and spend less 
time with their family in order to watch more 
television; superstores are designed to resemble 
theme parks; and the Mall of America in 
Minneapolis hosts more visitors than Walt 
Disney World, Disneyland, and the Grand Canyon 
combined. “We have come to expect that we will 
be entertained all the time,” asserts Michael J. 
Wolf in his book, The Entertainment Economy. 
“Products and brands that deliver on this 
expectation are succeeding. Products that do 
not will disappear.” 

No wonder the Situationist ethos has 
become the mantra of critics and detractors of 





In 1960, as a student at the Paris Beaux-Arts 
school of architecture, | was unwittingly part of 
a Situationist experiment. The first day І showed 
up at the studio, the instructor announced 
that we should reconvene at La Palette, a bistro 
across the street. At nine in the morning, the 
sidewalk had just been washed and the waiter 
was trundling the cast-iron tables out in the 
open. We each grabbed a wicker chair froma 
tall stack in a corner, picked our spot on the 
terrace, angled our seats to the morning sun, 
stretched our legs, yawned, and ordered a round 
of black coffee. 

“For the next three months, we will spend 
six hours a day sitting right here,” said the 
instructor, a gaunt young man in the trademark 


By Véronique Vienne 


black turtleneck of the avant-garde. “I want you 
to learn about space-time — particularly how to 
use space in order to waste time. Unless you 
understand that, you'll never be good architects." 

And so, for the first semester, we sat at 
the bistro from nine a.m. to two p.m., five days a 
week. This was in situ urban anthropology. | 
learned to observe how people choose the best 
spot to sit; how lovers fight and friends compete; 
how everyone sits straighter when a pretty girl 
walks in; how people celebrate on payday, and 
how they scrutinize a menu when they are broke, 
We became familiar with the angles of the 
streets, the movements of the sun, the sounds 
of the city, the rhythm of life. 

Мо two minutes were ever alike. As we sat 
there, absorbing what felt like vital information, 
we developed a perception of human scale — 

a critical notion for architects. After lunch, we 
drifted almost reluctantly across the street to 
the studio where we worked late into the night to 
acquire the rudiments of the classical orders 

of architecture. 

1 now know that this was a straightforward 
lesson in Situationist doctrine. Situationists 
believed in procrastination as a guerrilla tactic, 
urging us to “live without dead time” and to 
“never work — never risk dying of boredom.” 

In order to combat the sense of emptiness 
imposed by the spectacle of consumption that 
was engulfing French culture, they created for 
themselves special conditions — “situations” — 
designed to derail their own bourgeois impulses. 
Most popular of these were taking aimless strolls 
through a busy neighborhood, deliberately 
rearranging furniture to create as many obstacles 
as possible, or voluntarily disorienting oneself 

by consulting a map of London when visiting 
Amsterdam. Called “drifting” — dérive in French 
— these exercises were supposed to “reclaim the 
night,” to momentarily defy the white patriarchy 
of traditional space-time. 

I never completed my architectural studies. 
Instead, | moved to the States and eventually 
became a magazine art director. During my 
career in design, | have often used the drifting 
technique as part of the creative process. Before 
starting a project, I would let my imagination 
wander in order to avoid the pitfalls of linear 
thinking. Instead of focusing on a thorny design 
conundrum, I'd deliberately procrastinate, 
postponing the moment I'd commit an idea to 
paper. Small delays worked wonders: usually a 
solution came to me unsolicited when | took the 





time to do some far-fetched visual research 一 
for the pleasure of it. Even on deadlines, Га try to 
welcome untimely interruptions as reminders to 
take a deep breath and exhale. 

As designers, we often short-change our 
clients by not scheduling time for reverie. 
Dreaming is impractical? You bet. But, as the 
Situationists used to say, “Be realistic, demand 
the impossible." If designers practiced a little 
тоге drifting, they might begin to come across 
creative solutions to annoying problems — like, 
how do I help my client look cool, maintain my 
own integrity, and still make a living? 

More popular with designers today is а 
second Situationist technique, détournement, 
or “rerouting.” Situationist theorists liked to 
describe this as “hijacking, misappropriation, 
corruption of pre-existing aesthetic elemen 
Simply put, they advocated transforming images 
by re-interpreting them to signify something 
completely different. A form of intellectual 
vandalism, it included defacing billboards, 
spray-painting slogans, tagging storefronts — 
or simply scribbling subversive comments on 
political posters. 

Rerouting became fashionable with the 
avant-garde in the 1970s, for example in the 
Situationist-inspired photo-collages by poster 
artist Jamie Reid, whose work is inseparable 
from the punk rock revolution of England’s Sex 
Pistols. Іп New York, graffiti artists turned the 
city into a vibrant canvas, even rerouting subway 
trains as symbols of their rebellion. 

Less flamboyant, but just as effective, was 
the rerouting of images in graphic 
communication. With a new postmodernist zest, 
art directors in the late 1970s began to subvert 
the original meaning of photographs by 
designing arresting layouts that overpowered 
the original message of the images. Indeed, 
the minute you caption a photograph, or place 
a headline next to a picture, or create a collage, 
or single out a pull-quote, or write cover lines, 
you corrupt both the words and the images. 











During the first weeks of May 1968, all Paris 
took to the streets in a general strike that was 
at first a festival much more than a revolt. 

The Situationists initiated the construction 

of barricades in the streets: pull up some 
cobblestones, they said, add a half-dozen trash 
cans, more cobblestones, some discarded 
lumber, maybe a broken bicycle. Borrow chairs 
from a café, sit, and wait. They encouraged 





students to cover the walls of the city with graffiti 
like the now famous “It is forbidden to forbid,” as 
well as other maxims such as “They are buying 
your happiness — steal it back,” or “The more 
you consume, the less you live.” 

But the events of 1968 — not only in France 
but all over the world — were eventually 
themselves rerouted. As cultural critic Thomas 
Frank explains in his book The Conquest of Cool, 
the post-war anti-consumerism rebellion was 
commodified by Madison Avenue into what 
is now known as “Youth Culture” — one of the 
greatest marketing tools of the 20th century. 
The Society of Spectacle was here to stay. 

In December 1994, tragically unable to 
recapture the joie de vivre of his early 
Situationist days, Debord took his own life. 

Five years later, events would prove that the 
spirit he had championed had survived. 

On December 5, 1999, the front page of The 
New York Times featured a photograph that 
showed Mr. and Mrs. Santa Claus being escorted 
home by four riot policemen, the latter wearing 
Ninja Turtle combat boots and padded 
breastplates. The violent protests against the 
World Trade Organization in Seattle had so 
disrupted holiday shopping, explained the 
caption, that the Yuletide pair had to be put 
under police protection. 

The former Saint Nicholas wasn't the only 
consumer icon that needed cover by police. 
Riot troops had been posted in front of ай retail 
stores in downtown Seattle — guarding 
Starbucks, Banana Republic, Gap, and Gucci, 
just to name a few. The entrance of Niketown in 
particular looked like the set of Star Wars, with 
hooded figures in black armor standing at 
attention, their four-foot bludgeons poised to 
strike. Though one didn't have to be a trend 
forecaster to feel that brand backlash was 
coming (“Му wish for the New Year was to get 
through meetings without someone mentioning 
branding,” joked renowned web page editorial 
designer Jessica Helfand shortly after), most 
of us never expected it would be so sudden, so 
graphic, or so ready for prime-time television, 

As far as I could tell, the design community 
didn't react. Maybe we were still nursing our 
Las Vegas hangover following the hedonistic 
American Institute of Graphic Arts conference 
held two months earlier. There had been 
practically no references then to the social ог 
environmental responsibility of designers, let 
alone their role in “supporting, or implicitiy 
endorsing, a mental environment so saturated 
with commercial messages that it is changing 
the very way citizen-consumers speak, think, 
feel, respond, and interact,” to quote the 
language of the First Things First manifesto. 

In fact, when AIGA president Michael Bierut, in 





his closing statement in Las Vegas, made a 
passing reference to this controversial call for 
moderation-in-marketing, some people in the 
audience booed. 

But, as luck would have it, the same week 
that Santa came under police protection — and 
on the fifth anniversary of Debord's death — 

I had given my graphic design students at the 
School of Visual Arts a series of drifting 
exercises directly inspired by my own Situationist 
experience. First they had to draw a map of all 
their wanderings in New York City during the last 
three months, plotting on paper their perception 
of space-time in the Big Apple. Their map, | told 
them, was an "aid to reverie,” a tool for 
"annexing their private space into the public 
sphere." Then, they had to explore and draw the 
Beaux-Arts colonnade at the Manhattan Bridge 
anchorage, with the idea that urbanism was in 
fact “the organization of silence.” 

Though the discussions, laughter and 
confessions generated by my students as we 
reviewed their serendipitous maps and awkward 
sketches reaffirmed my faith in design and art 
education, Гт not sure they really got it. How 
could they? Unlike my instructor in Paris 40 years 
ago, | couldn't ask my students to spend a whole 
semester observing the sidewalk. My education 
at the government-sponsored Beaux-Arts school 
had been free. To pay for their hefty tuition, my 
students had gone into debt, worked overtime, or 
impoverished themselves. | couldn't squander 
their money; they were consumers of knowledge. 
My class had to be a spectacle of sorts — and not 
the powerful and lasting experience gained by 
the subversion of the spectacle, 


This article is adapted from 
‘Something To Be Desired, a 
collection of essays on design 
published by Graphis in July 2001. 
Véronique Vienne is also the author 
of a series of books published by 
Clarkson Potter, including The Art of 
Doing Nothing (1998) and The Art of 
Imperfection (1999). 
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Culture Agents 


For closet rebels in the inside game, it’s time to speak out 


Back in that mythical year of rebellion, 1968, a German student 
leader named Rudy Dutschke developed an idea that sounded 
blasphemous to his French counterparts, the young Paris 
revolutionaries who were about to storm the next Bastille. 
Dutschke argued that trying to seize the strongholds of 
bourgeois power by force would amount to romantic heroism 
of the most ineffective kind. Instead, he proposed а rather 
less sexy strategy: go in, behave — and take over. He called 

it “the long march through the institutions.” 


Dutschke's idea of change from within had 
a fatal flaw: it didn’t take into account an age- 
old reflex of youthful activism — they want the 
world, and they want it now. To work patiently 
in the lair of the enemy until you've reached the 
point where you can stand tall and say, “We're 
going to make some changes around here,” is 
a tough act to follow. Even today, when youth 
often seems a prerequisite for power, itis hard 
to withstand the lure of the status quo once you 
are a part of it. 

On the other hand, there has probably been 
no time in history when Dutschke’s strategy 
could be employed more easily. Today's 
institutions are hardly the buttressed retreats 
of the powerful that they once were. And power 
itself has been considerably democratized, by 
the joint forces of flattening social hierarchies 
and the empowering effects of the media. The 
average individual in Western society has more 
tools, more platforms and more opportunity to 
fight for what they think is right than the Paris 
revolutionaries could have ever dreamed of. 
Everybody can have their 15 minutes of fame. 
Тһе question has become: how to use them? 
And why? 

Design is an essential factor in answering 
this question. A famous Paris "68 slogan was, 
“P'lmagination au pouvoir!" It was a slap in the 
face of those who tried to keep things as they 
were, unquestioned. Design played a pivotal 
role in the Paris uprising that year, not only in 
getting the message across that things could 
be different, but, more importantly, getting 
people to read the message with the broad 
smile of recognition that any marketeer will 
confirm is the first stage of action. The power of 
imagination has since proven to be immense — 
and totally unattached to ideology. Some of the 











By Max Bruinsma 


Paris activists’ poster designs and slogans can compete 
with the best art direction and copywriting ever — "Under the 
Pavement, the Beach!” — but the design lessons implicit in 
activism have been embraced most effectively by that old 
stooge of Big Capital, advertising. And not just since 1968. 
With only slight exaggeration, one can hold that any innovation 
in mass propaganda has started with the powers that be 
slashing the opposition and taking over their PR approach. 
The techniques of mass communication are as “value-free” 
as elementary math. What counts is the reason for using 
them: is it to sedate consumers or to activate citizens? 

This distinction cannot be made so clearly anymore. 

What if Benetton proves to be a serious factor in raising 
AIDS awareness? What if Greenpeace starts selling branded 
pullovers through a worldwide network of franchises? Well, 
then those who think that commercialism and good causes 
are incompatibly opposed have a problem. Which they do. 

I'm convinced that one can do both: earn a good living by 
working for companies that are not obviously out to poison the 
world (although they may have their tacky sides), and at the 
same time work with those whose critical view on the bigger 
picture you share. Although it is hard to imagine that an anti- 
tobacco billboard could be made by the same designer who 
creates Marlboro ads, allegiance and critique are not 
incompatible — should not be incompatible. The idea that one 
should be completely and utterly faithful to those who pay you 
strikes me as medieval. As does the idea of total and utter 
opposition to anything that doesn't comply with your own 
standards. The absolute antithesis between a purist periphery 
and the corrupted centers of power seems to me to be as 
obsolete as that between Utopia and Babylon. Both have 
become suburbs of the global village, with a lot of traffic 
between them. 

One great potential of the mediated society, with its open 
access to the infrastructures of mass communication, is that 
if you care enough, you can make a difference right in the 
center of the discourse. Although you may not be in a position 
to forge radical change now, you could be part of the public 
debate and help change the perspective. Showing the other 
side of issues that are being highjacked by single-interest 
lobby groups and compensating for simplistic views on 
complex problems, are activities for which graphic designers 
are very well placed. As communicators in a world which 
hinges on communication, they share a large part of the 
йу for the quality of the public debate. 























Culturally speaking, in spite of the growing forces of 
corporate convergence and globalization, the world has 
become a network of peripheries. These peripheries may 
be called lifestyles, subcultures, pressure organizations, 
lobby groups, themed communities, special interests, 
activists, or what have you, but regardless of their tag, 
they interlink, communicate, interact and overlap. 
Linking the layers of these peripheries with each other 
and with what remains of the centers of cultural identity 
and ромег ів a design commission of the greatest 
importance. In my view, it’s a commission that is 

central to any design activity. 

Maybe this is the designers’ version of the “long 
march through the institutions.” Designers can make a 
huge difference, not just because they know how to make 
things look appealing — although that helps — but more 
importantly because they are, or ought to be, experts in 
imaginative communication and in structuring messages 
to be understood by a broad audience. Since design has 
become not just a problem-solving tool, but a visual 
language, designers are in a perfect position to channel 
critical notions and alternative views into even the most 
prosaic commissions. When working from this mentality, 
designers could take imagination to the next level, 
activating a critical sensibility instead of merely triggering 
buying impulses. This view on design will not accept that 
design's visual language be used as a “hidden persuader. 
Quite the contrary: it aims at being openly provocative, 
directed at a critical and visually literate audience. 

Commercial culture today pays lip service to an 
increasingly critical public, adopting slogans like 
“Sometimes you gotta break the rules” (Burger King), 
“Innovate don’t imitate” (Hugo Boss), or “Be an original” 
(Chesterfield cigarettes). In his exemplary article on 
advertising as “the whispering intruder,” in the autumn 
1998 issue of Eye, Rick Poynor pointed out that “this 
thetoric, exhilarating as it might sound, is nonsense — 
there is nothing remotely radical about upholding the 
status quo, however stylishly you do it — itis part of a 
larger tendency, particularly in American advertising, 
to claim for the consumer the language and “attitude” 
of uncompromising rebellion.” When “rebellion” becomes 
alifestyle option promoted by major commodity brands, 
it’s time to regain some of the territory lost to advertisi 
and hark back to the lessons of Paris 68. True, they were 
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designers of their own messages. They had not 
yetbegun the "long march." But quite a few of 
them, in Paris and elsewhere, have subsequently 
shown that commercial success and social 
responsibility are not incompatible. Their design 
mentality is a modus operandi that judges form in 
terms of content, and which sees conten 
terms of action. Since the core of design, for any 
medium, is to connect information with actions 
by readers or users in a social and cultural 
context, it follows that designers should be aware 
of their ethical and social responsibilities. From 
this mindset, the world of communication is 
regarded not as the abstract result of information 
theory, nor as a neutral field of “problem-solving” 
expertise, but as a very real environment in which 
real people interact on the basis of real needs 
and real information. Beyond formal virtuosity, 
the designer has a responsibility, as Dutch 
designer Jan van Toorn put it in the 19705, to 
“visualize the origins and manipulative character 
of a message" — a necessity that grows all the 
more urgent as the information society shifts 
towards an information deluge. This mentality 

of engagement with the contexts of design, and 
with the people and causes that it serves, can be 
the basis for engendering change in a society and 
culture which are not yet perfect. 

Even if a studio's main work is "mainstream," 
a periphery of experimental and communitarian 
work can still be central to its development and 
innovation. Imagine that every design studio 
donated a small percentage of its time and 
resources to “Ше public cause," however they 
perceive it — this single act would help take back 
some of the public domain that is now so 
dominated by advertising in its blandest form. 

It could give a powerful, quality impulse to the 
public debate on matters that are now 
discussed mainly along the distant edges of 
power. Design can be a powerful tool to channel 
these peripheries back to the center of the civil 
discourse of democracy, the agora, the 
marketplace of ideas and opinions which іс 

the public domain. 

Design is about analysis: a critical eye is 
not peripheral to the profession, it's at its very 
center. That, ultimately, is what responsible 
designers, as cultural agents, should aim at: 
keeping the eyes and minds of citizens 
wide open. 














Q. ARE YOU WILLING 
TO ENGAGE IN CIVIL 
DISOBEDIENCE? 






THE URGENT TASK TODAY IS TO CREATE A WARRIOR TRADITION WITHIN 
DESIGN — TO BALANCE ALL THE MEEK AND GENTLE SOULS WITH A FEW 
ROUGH ONES, AND FOR THESE MAVERICKS TO COME FORWARD WITH A NEW, 
SLICK/SUBVERSIVE "SAVIOR" STYLE THAT SAYS. 


CORPORATE ыЖ 


ASTHEPLANETDEGRADESAND MENTALDISEASES ESCALATE,ITSTIMETO REVITALIZETHE 
ARGUMENTATIVE АМО CONFRONTATIONAL TRADITIONS OF DESIGN AND MOVE FROM THE MARGINS 
TO CENTER STAGE IN THE ECOLOGICAL AND ETHICAL DEBATES OF OUR TIME. 














A2.MINDBOMB 





THIS 60-SECOND TV SPOT AIRED REPEATEDLY ON CNN IN THE DAYS LEADING UP TO THE BATTLE IN SEATTLE. 
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-ANUNREGULATED GLOBAL CASINO... 





T THIS MONTH'S WORLD TRADE ORGANIZATION MEETING IN SEATTLE ARE 
HE WORLD'S BIGGEST ECONOMIC PROBLEMS REALLY ON THE AGENDA?... 














OVERCONSUMPTION... 

















LET'S GO TO SEATTLE AND PUT THOSE QUESTIONS ОМ THE WTO AGENDA. | 








A3.ANTI-LOGO 





UNIVERSAL SLASH TEMPLATE AT «CULTUREJAMMERS.ORG». 





A4. SURREALIST NIKE 








A5. NIKE SURREALIST ў 








A6. BLACKSPOT SNEAKER 





ASIMPLE STREET SHOEIS ALL YOU NEED. 
OPEN SOURCE (SEE INSERT, DO-GOODY DESIGN SECTION) 





A. HEMP LACES 


B. NO SWEATSHOP LABOR 


C. TRUE-COST PRICING (50 PERCENT TO FACTORY) 


С. UNBLEACHED ORGANIC COTTON 






Е DYE-IT-YOURSELF (EARTHY COLORS) 


E. COMPOSTABLE 


DESIGN OBJECTIVE: TO BRING DOWN NIKE WITH ANTI-CORPORATE COOL 
PROPOSED SOLUTION: THE BLACKSPOT SNEAKER 

MARKETING STRATEGY: TAP INTO LATENT ANTI-NIKE SENTIMENT. USE WORD OF MOUTH, GRAFFITI. 
STREET POSTERS, THE INTERNET, AND A KILLER TV CAMPAIGN. HAND OUT THE SHOES, FREE, AT HIGH 
SCHOOLS, UNIVERSITIES. SPREAD THE MEME: BLACKSPOT IS THE NEW SWOOSH, A WAY OUT OF THE 
NIKE MINDFUCK — AND A WAY TO MAKE NIKE CEO PHIL KNIGHT PAY FOR HIS ARROGANCE AND 
CONTINUED USE OF SWEATSHOP LABOR. 
CAMPAIGN SLOGAN: DO IT JUST 








D. SOLD ONLY IN INDY SHOPS 


AT A MEETING, A CONFERENCE, A SPEECH, A PARADE . . . ANYWHERE YOU CAN... 
SLIP PHIL KNIGHT A HAND-DRAWN BLACK SPOT ON A FOLDED PIECE OF PAPER... 
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DEVGUARD 430 | 
Alkyd Industrial Gloss 


3 Епате! і 
Peinture-émail industriell 
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Safety Red / Rouge de зв) 


CLIENT: MENTAL ENVIRONMENTALISTS 

DESIGN OBJECTIVE: SAFE, HANDY, BILLBOARD LIBERATOR 
PROPOSED SOLUTION: PAINT-FILLED EGGS 

D.I.Y. INSTRUCTIONS АТ <CULTUREJAMMERS.ORG>. 


А8. STINK ВОМВ 
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Sore under nitrogen! 
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CLIENT: ANTI-SWEATSHOP CRUSADERS 

DESIGN OBJECTIVE: TAINT NIKETOWN STORES 

PROPOSED SOLUTION: THE STINK BOMB 

D.LY. INSTRUCTIONS AT <CULTUREJAMMERS.ORG>. RUE E MAE ADDE 


А9. CORPORATE АМЕНІСА FLAG 





<ADBUSTERS.ORG/CAMPAIGNS/JULY4> 
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no design 


form із powerful. 








too much form kills function and breeds cynicism. 





г, every disposable razor 
teams of designers until it 
kles with cool desire. 










after the crash, there will be fewer resources, fewer products, less advertising... and fewer designers. 
there will be no more sumptuous coffee table annuals, no more mass-mailings on creamy paper inviting 





websites unsurfed. there will be less paper and more trees, fewer cars and moi 
people will feel less assaulted by images and products and more attentive to the spaces between them. 
‘and they will begin to call these undesigned spaces “nature.” 
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You head down each d: 


into the irony mines. 


Something's slipping. You don't 
want to be the next to get an ulcer. 
They say your work is edgy. You 
In daydreams, you see yourself Rae RE ES 
‘onboard a arrior ship. 


Or just teaching piano. But 


who's kidding who? That 


won't pay the mortgage. 


You don't ask too many 


questions of your heart 


ed: would you want 


kids to do what you do for a living? 


That was a year ago, and you still 





don't have an answer, 


You catch the eye. 







You stimulate desire. 
You move product. 


You win awards. 





THE PROJECTS 


JOIN THE ЗАМ! 


CEDERE 





dreamers and designers to lead the 
way towards Open Source Design: 
free-for-all solutions to design prob- 
lems outside the commercial box. 
Sign up, then feed the brainstorm, Our 
website and listserv will keep you in 
touch with each design breakthrough 
as it happens. 


Тһе Тоо! Pool: Find а workable way 

to let neighbors share lawnmowers, 
appliances, tools." 

The Blackspot: Create a grassroots 
anti-brand to break the Nike swoosh."" 


First, check out project progress at 
<www.adbusters.org/opensource>. 
Then email your design ideas to 
<opensource@adbusters.org>. New 
project proposals are always welcome. 
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